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A  Winning  Hand 


New  York-New  York  Hotel 
&  Casino's  Steve  Vollmer 
holds  a  royal  flush 


YOUR  DATA,  YOUR  E-MAILS, 


DELL  POWEREDGE5  SERVERS  -  WHERE  CRASH  PROTECTION  FEATURES  COME  STANDARD. 


HIGH-END  SERVER 


DELL®  POWEREDGE®  6100  SERVER 

TWO  200MHz  PENTIUM®  PRO  PROCESSORS 
(Expandable  to  Quad  Processor) 

•  512KB  Integrated  L 2  Cache  per  Processor 

•  128MB  EDO  ECC  Memory  (4GB  Max.) 

•  Dual  Integrated  Ultra/Wide  SCSI-3 
Controllers 

•  PowerEdge  Expandable  RAID  Controller 

•  Three  4GB  Ultra/Wide  SCSI-3  Hard  Drives 
(54GB  Max.  via  6x9GB  Hot  Swap  Drives) 

•  Dual  Peer  PCI  Bus 

•  8X  SCSI  CD-ROM  Drive 


•  Redundant  Load-Balancing  Intel®  Pro 
100B  PCI  Ethernet  Adapter 

•  Redundant  Hot-Swappable  Power  Supplies 

•  On-site4  Setup  and  Validation 

•  3  Years  of  NBD  On-site4  Service  and 
1  Year  DirectLine1”  NOS  Support 

•  7x24  Dedicated  Server  Hardware 
Technical  Telephone  Support 

$16,499 

Order  Code:  #200216 


Crash  protection  isn't  just  something  you  need  in  your 
car.  It's  something  your  business  needs  in  a  server.  So  the 
fact  that  we've  become  the  number  three  server  company 
in  the  US’  says  something  loud  and  clear  to  the  industry. 
It  says  that  people  are  sick  and  tired  of  reliability  being 
a  high-priced  option.  It  also  proves  that  Dell  PowerEdge 
servers  are  doing  what  we  designed  them  to  do:  delivering 
outstanding  reliability  and  performance.  At  prices  well 


MID-RANGE  SERVER 


DELL  POWEREDGE  4100  SERVER 

TWO  200MHz  PENTIUM  PRO  PROCESSORS 

•  512KB  Integrated  L2  Cache  per  Processor 

•  128MB  (4x32MB  DIMMs)  EDO  ECC 
Memory  (1GB  Max.) 

•  PowerEdge  Expandable  RAID  Controller 

•  Dual  Integrated  Ultra  SCSI-3  Controllers 

•  Three  4GB  Ultra/Wide  SCSI-3  Hard  Drives 

•  8X  SCSI  CD-ROM  Drive 

•  Intel  Pro  100B  PCI  Ethernet  Adapter 

•  Redundant  Hot-Swappable  Power  Supplies 


•  Server  Management  System: 

-  Intel  LANDesk®  Server  Manager  v2.52 
-Dell  Remote  Assistant 

•  3  Year  Warranty1  with  1  Year  NBD 
On-site  Service 

•  1  Year  DirectLine  NOS  Support 

•  7x24  Dedicated  Server  Hardware 
Technical  Telephone  Support 

$11,199 

Order  Code:  #200203 


ENTRY  LEVEL  SERVERS 


DELL  POWEREDGE  2200  SERVER 

TWO  266MHz  PENTIUM®  II  PROCESSORS 

•  512KB  Integrated  L2  Cache  per  Processor 

•  32MB  EDO  ECC  Memory  (512MB  Max.) 

•  Integrated  PCI  Ultra/Wide  SCSI-3 
Controller 

•  Three  2GB  Ultra/Wide  SCSI-3 
Hard  Drives  [27GB  Max.  (3x9GB)] 

•  8X  SCSI  CD-ROM  Drive 

•  Intel  Pro  100B  PCI  Ethernet  Adapter 

•  Intel  LANDesk  Server  Manager  v2.52 

•  3  Year  Warranty  with  1  Year  NBD 
On-site  Service 

•  7x24  Dedicated  Server  Hardware 
Technical  Telephone  Support 


DELL  POWEREDGE  2100  SERVER 

200MHz  PENTIUM  PRO  PROCESSOR 
(Single  Processor) 

•  256KB  Integrated  L2  Cache 

•  32MB  EDO  ECC  Memory  (512MB  Max.) 

•  Integrated  PCI  Ultra/Wide  SCSI-3 
Controller 

•  4GB  Ultra/Wide  SCSI-3  Hard  Drive 
[27GB  Max.  (3x9GB)] 

•  8X  SCSI  CD-ROM  Drive 

•  Intel  Pro  100B  PCI  Ethernet  Adapter 

•  Intel  LANDesk  Server  Manager  v2.52 

•  3  Year  Warranty  with  1  Year  NBD 
On-site  Service 

•  7x24  Dedicated  Server  Hardware 
Technical  Telephone  Support 


$6879  $3049 

Order  Code:  #250073  Order  Code:  #200240 


beneath  the  industry's  standards.  Just  look  at  what  our 
Pentium®  Pro  processor-based  PowerEdge  line  has  to  offer. 
A  Dell  PowerEdge  2100  was  voted  Small  Business  Server 
of  the  Year  by  Network  Magazine *  And  for  true  high-end 
reliability,  the  Dell  PowerEdge  6100  is  loaded  with  redundant 
cooling  fans  and  hot-pluggable  drives.  Remember,  no  matter 
which  PowerEdge  server  you  choose,  one  feature  remains 
consistent:  value.  And  that's  something  no  business  can 
afford  to  overlook. 


Deu. 

800-433-7305 

www.dell.com 

Mon-Fri  7am-9pm  CT •  Sat  10am-6pm  CT •  Sun  12pm-5pm  CT 
In  Canada?  call  800-839-0148 
In  Latin  America?  call  512-728-4685 
GSA  Contract  #GS-35F-4076D 

Keycode  #13043 


tFor  a  complete  copy  of  our  Guarantees  or  Limited  Warranties,  please  write  Dell  USA  L.P  ,  One  Dell  Way,  Round 
Rock.  TX  78682.  tlDC  IQ97  Report.  'May  1997  issue  of  Network  Magazine  -^On-site  service  provided  by  an 
independent  third-party  provider.  May  not  be  available  in  certain  remote  areas  ^Prices  and  specifications  valid  in 
the  U.S.  only  and  subject  to  change  without  notice.  Intel,  the  Intel  Inside  Pentium  Pro  logo,  Pentium  and  LANDesk 
are  registered  trademarks  of  Intel  Corporation  MS,  Microsoft.  Windows  and  Windows  NT  are  registered 
trademarks  of  Microsoft  Corporation.  3Com  is  a  registered  trademark  of  3Com  Corporation.  Dell,  the  Dell  logo  and 
PowerEdge  are  registered  trademarks  and  DirectLine  is  a  service  mark  of  Dell  Computer  Corporation.  Trinitron  is  a 
registered  trademark  of  Sony  Corporation.  ©1997  Dell  Computer  Corporation.  All  rights  reserved. 
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By  Miryam  Williamson 
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Clients  Agree,  Openlngres  Is  The 
Industry’s  Most  Manageable  DBMS. 


“Our  400+  user 
client/server 
Openlngres 
application  runs 
our  entire  busine 
yet  only  requires 
as  little  as  five 
hours  a  week  to 
manage  — that’s 
incredible!” 


“Rocket  science 
isn’t  easy  to 
manage,  but 
Openlngres 
can  take  you 
to  the  stars.” 


David  Tondreau 
President 
Leading  Computer 
Technologies,  Inc. 


“We  only  need  one 
DBA  to  keep  our 
24x7  system 
up  and  running.” 


“L’Oreal  chose 
Openlngres  as 


its  single  DBMS 
because  it  is 
the  most  flexible, 
reliable  and  easiest 
to  manage.” 


John  McKenna 
Database  Administrator 
Cardiac  Computer  Center 
Massachusetts 
General  Hospital 


JD  Kahn 
CIO 

L'Oreal 


Applications  developed  with  Openlngres®  are  easier  and  more  affordable  to 
build,  implement  and  administer.  And  they  require  a  fraction  of  the  resources, 
time  and  money  to  manage. 

That’s  because  performance  and  manageability  are  designed  into  the 
Openlngres  system  from  the  ground  up.  Visual  DBA,  the  graphical  "control 
center”  for  all  aspects  of  Openlngres  database  administration,  lets  you 
manage,  tune  and  configure  the  database  with  point-and-click,  drag-and- 
drop  facilities.  Features  such  as  rule-based  configuration  mean  that 
Openlngres  is  not  only  easily  and  highly  configurable,  but,  more  importantly, 
it  doesn’t  require  an  army  of  consultants. 

Openlngres  gives  you  the  ultimate  flexibility  in  customizing  your 

backup  strategy.  While  users  continue  working, 
online  backups  of  entire  databases  or  even 
a  single  table  maximize  uptime  and 
data  availability. 

Openlngres  gives  you  all  the  facilities 
you  need  for  distributed  configurations. 
Its  transparent  access  to  other  corporate 
data  sources,  such  as  DB2,  SQL  Server, 


Openlngres  2.0 
Now  Available 


¥ 


CA-Datacom®and  CA-IDMS®as  well  as  industry  leading  replication  mean  full 
enterprise  wide  access  to  data,  anytime,  anywhere. 

Openlngres  applications  deliver  mission-critical  reliability  and 
performance.  And  they  can  be  deployed  without  changes  in  any  of  the 
environments  including  NT,  UNIX  and  OpenVMS. 

Many  clients  also  sleep  better  at  night  knowing  that  their  DBMS  is 
tightly  integrated  with  Unicenter®  TNG™,  and  backed  by  the  world's  leading 
independent  software  company. 


For  More  Information  (COMPUTER 
Call  1-888-7INGRES  /ASSOCIATES 

www.cai.com  Software  superior  by  design. 

Openlngres 

©1 997  Computer  Associates  International,  Inc.,  Islandia,  NY  1 1 788-7000.  All  other  product  names  referenced  herein  are  trademarks  ol  their  respective  companies. 


Either  you  need  a  new  job.  Or  a  new  server. 


Are  you  managing  your  network,  or  is  your  network  managing 


you?  With  the  ever-increasing  assortment  of 


products,  architectures  and  operating  systems, 


it’s  sometimes  hard  to  tell.  Which  is  all  the 


hp  Netserver  lx  Pro  more  reason  to  get  an  Intel®  Pentium®  Pro 


processor-based  HP  NetServer.  Between  our  vast  enterprise 


experience  and  an  array  of  management  software,  HP  NetServers 


are  engineered  to  make  even  the  most  unruly  network  /Wei 


i" 

I 


nW 


manageable.  The  HP  NetServer  Navigator  CD-ROM,  pentium-pro 


PROCESSOR 


which  includes  HP  NetServer  Assistant  and  the  industry-leading 


HP  OpenView  Professional  Suite  for  Windows®,  simplifies 


installation,  configuration  and  management.  Plus,  the  optional 


HP  Remote  Assistant  card  allows  for  remote  management 


and  troubleshooting.  Show  your  network  who’s  in  charge. 


Please  visit  www.hp.com/go/netserver  or  call  1-800-533-1333,  ext.  2359. 


HEWLETT' 

PACKARD 


The  Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation.  Windows  is  a  U.S.  registered  trademark  of  Microsoft  Corporation.  ©1997  Hewlett-Packard  Company  PPG453 
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30  Something  to  Talk  About 

Chatting  honestly  about  workplace  issues — and  encouraging 
your  staff  to  do  the  same — can  keep  problems  in  perspective. 
By  Cheryl  Dahle 


GARTNER  VIEW 

34  Can  Data  Marts  Grow? 


New  On  Our  Web  Site 

cio.com 

http://www.cio.com 


REPORTS  FROM  THE  FRONT 

Our  spring  WebMaster  Perspectives  Confer¬ 
ence  addressed  the  issue  of  ROI  from  the  Web. 
On  this  page,  you’ll  find  words  of  wisdom  spo¬ 
ken  by  conference  moderator  Geoffrey  Moore 
as  well  as  snippets  of  discussions  by  various  in¬ 
dustry  leaders,  including  3 Corn’s  Jim  Radford, 
Bank  of  America’s  Karen  Shapiro  and  the 
Media  Lab’s  Nicholas  Negroponte. 
www.cio.com/conferences/tale_reports.html 


There  are  guidelines  to  follow  and  warnings  to  heed  when 
building  a  data  mart.  Listen  up,  and  get  it  right  the  first  time. 

By  Kevin  Strange 

EMERGING  TECHNOLOGY 

94  Remote  Access 

A  growing  offsite  workforce  makes  a  fast,  reliable  external  net¬ 
work  access  strategy  the  newest  business  imperative. 

By  John  Edwards 

■  Digital  signal  processors 

■  Interactive  flip  chart,  product  data 
management,  Web  publishing 


WORKING  SMART 

1 08  Broderbund  Software 


FORUMS,  RESOURCES 
AND  MORE 

Want  to  learn  more  about  electronic  com¬ 
merce?  Do  you  know  all  there  is  to  know 
about  the  webmaster’s  role?  You  can  find 
that  information  and  more  through  our 
Online  Forums  and  Resource  Centers.  Other 
topics  include  government,  intranets  and 
data  warehousing.  You’ll  also  discover 
forums  on  the  year  2000  and  SAP  R/3 
enterprise  software. 
www.  cio.  com/forums 


This  company  instituted  Web-based  technical 
support  to  aid  its  customers  at  any  hour. 

By  Debby  Young 
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ed  #1 


Oracle  Applications1'1  swept  away  the  competition,  winning  Datamation’s  Product  of  the  Year  for 
Packaged  Applications.  Runners  up  include  PeopleSoft  and  SAP  R/3-  Today’s  leading  IS  managers 
agree  that  Oracle  delivers  the  best  applications  solutions.  Oracle  Applications  are  the  only  pack¬ 
aged  applications  that  combine  global,  rich  functionality  with  state-of-the-art  technology,  enabling 
rapid  implementation.  For  more  information,  call  Oracle  at  1-800-633-1039,  ext.  11598.  Or  find 
us  on  the  Web  at  http://www.oracle.com/products/applications/ 


ORACLE' 

Enabling  the  Information  Age  ™ 


REGISTER  NOW. 


www.oracle.com/openworld 


ORACLE  OPENWORLD  USER  AND  DEVELOPER  CONFERENCE 

SEPTEMBER  2  1  -  26  •  LOS  ANGELES,  CA  •  800.304.4664 


©  1997  Oracle  Corporation.  All  rights  reserved.  Oracle  is  a  registered  trademark,  and  Oracle  Applications  and  Enabling  the  Information  Age  are  trademarks  of  Oracle  Corporation. 

All  other  company  and  product  names  are  the  trademarks  of  their  respective  owners. 


Gateway  2000  custom  builds  a  whole  line  of 
desktop,  portable  and  presentation  systems  for 
your  business  starting  at  $1,379. 


Companies  building  a  place  on  America’s  corporate  skyline  have  a  unique  set  of 


technology  needs.  No  one  knows  that  more  than  Gateway  2000,  a  Fortune  500  company  that 


Built 
For  Mxir 

Business 


shot  from  a  two-person  start  up  in  1985  to  a  $5  billion  PC  giant  in  1996. 
That’s  why  Gateway  2000  has  developed  the  E-Series,  a  new 
line  of  desktop  and  portable  PCs  specifically 
designed  to  fit  the  broad  needs  of  any 
enterprise  environment.  And,  our  Custom 
Integration  Services  can  use  third-party 
software  and  hardware  to  tailor  PCs  to  fit  your  needs. 


Our  new  PC  line  provides  great  benefits  and  helps  keep  costs  low  over  the  system's  life 


cycle.  We  call  that  Value  of  Ownership.  It  happens 


when  we  hammer  costs  with  things  like  high-quality 
PCs  and  smooth,  flexible  product  transitions.  At  the 
same  time,  we  add  benefits  through  services  including 
dedicated  technical  support  and  programs  that 


forge  alliances  between  Gateway  and  your  internal  IS  department.  Gateway  2000  also 


Pentium 

■  PROCESSOR 


The  Gateway  E-Series  desktop 
&  Gateway  Solo™  portable  PCs 
feature  the  Intel  Pentium ®  Processor. 


offers  manageability  features,  fresh  technology  and  high-performance  products  that 
power  up  productivity. 

Total  cost  of  ownership  is  just  half  the  equation.  Call  Gateway  2000  Major  Accounts, 
Inc.  to  see  how  we  pump  up  Value  of  Ownership.  We  want  to  help  you  build  your  business. 


888-888-0260 


www.gateway.com 

Gateway  2000  Major  Accounts,  Inc. 

GSA  Schedule  #GS-35F-4565G 


€>  1997  Gateway  2000,  Inc.  GATEWAY  2000,  ”G"  logo  and  "You’ve  got  a  friend  in  the  business"  slogan  are  registered  trademarks,  and  Gateway  Gold  is  a  trademark  of  Gateway  2000,  Inc.  The  Intel  Inside  Logo,  Intel  and  Pentium  are  registered  trademarks  of  Intel  Corporation.  All 
other  brands  and  product  names  are  trademarks  or  registered  trademarks  of  their  respective  companies.  All  prices  and  configurations  are  subject  to  change  without  notice  or  obligation.  Prices  do  not  include  shipping  or  applicable  sales  tax.  Many  Gateway  2000  products  are  custom 
engineered  to  Gateway  2000  specifications,  which  may  vary  from  the  retail  versions  of  the  software  and/or  hardware  in  functionality,  performance  or  compatibility.  Gateway  2000  Major  Accounts,  Inc.,  is  a  wholly  owned  subsidiary  of  Gateway  2000,  Inc. 


In  Box 


LETTER  FROM  THE  EDITOR,  READER  FEEDBACK  AND  HOW  TO  REACH  US 


I  recently  spent  a  morning  listening  to  Peter  de  Jager,  year  2000  evangelist  extraordinaire,  and  Ken  Orr, 
another  year  2000  crusader.  The  way  they  and  others  tell  it,  this  is  it:  apocalypse  time. 

The  thing  that  makes  this  such  a  fascinating  issue  is  that  no  one  really  knows  for 
sure  what  will  happen.  No  one  knows  how  all  of  the  world’s  computers  and  embed¬ 
ded  systems  will  behave  when  the  clock  strikes  12.  No  one  knows  what  the  fallout 
will  be,  and  no  one  knows  what  it  will  take  to  recover. 

Will  it  be  an  inconvenience  or  a  life-threatening  event?  Will  it  be  a  matter  of 
things  just  slowing  down  for  a  year  or  two,  or  will  it  take  decades  to  recover  from 
the  resulting  chaos  and  confusion?  Some  liken  the  potential  impact  to  what  was 
experienced  by  post- World  War  II  Europe  or  worse. 

The  stakes  are  indeed  tremendously  high.  If  even  just  a  few  of  the  things  that 
could  happen  do  in  fact  come  to  pass,  at  least  some  of  us  are  in  for  some  very 
tough  times.  So  why  in  the  world  are  there  still  people  out  there  who  act  as  if  this 
is  just  another  project  they  can  afford  to  put  off?  Even  if  there  is,  somehow,  some 
slight  chance  that  all  these  computers  on  which  we’ve  become  so  dependent  don’t 
go  into  revolt,  it  seems  the  risks  are  great  enough  that  we  can’t  afford  to  entertain  that  possibility. 

There  are  a  number  of  reasons  some  people  don’t  have  what  I  would  consider  a  reasonable  sense  of  urgency 
around  this  issue.  For  one  thing,  there  are  a  lot  of  people  who  stand  to  profit  from  it.  Magic  bullets  abound,  the 
snake-oil  salesmen  won’t  stop  until  they’ve  taken  your  last  dime,  and  the  legal  sharks  are  already  circling  the  boat. 
Another  problem  is  that  the  cautionary  tales  are  all  hypothetical — and  will  be  until  it’s  too  late  to  heed  their  warning. 
The  skeptics  among  us  may  take  both  of  these  things  as  a  sign  that  the  problem  is  overstated. 

Unfortunately,  the  problem  is  real,  and  it  is  uniquely  global  in  nature.  Never  before  has  there  been  a  problem 
that  all  the  organizations  in  the  entire  industrialized  world  must  address  in  the  same  way  at  the  same  time,  during  a 
period  in  history  when  our  business  dealings  are  extremely  intertwined.  This  is  probably  the  largest-scale  project 
you’ll  ever  have  to  face — and  you’ll  be  competing  for  resources  with  your  business  partners  and  your  competitors. 

You’ve  got  to  get  on  this  now.  By  all  accounts,  you’ve  got  just  a  few  short  months  left  to  do  a  full  and  thorough 
assessment  and  begin  converting  code.  Even  now,  most  large  companies  will  not  be  able  to  fix  all  their  systems  in 
time,  so  they’ll  have  to  go  through  a  painful  process  of  triage  among  various  business  units  and  departments  (but 
that’s  another  story). 

There’s  some  disagreement  about  where  most  companies  are  in  the  process  right  now.  That  is  academic.  If  you 
don’t  yet  know  where  all  your  date-sensitive  code  is  and  whether  it’s  year  2000  compliant,  if  you  don’t  yet  have  a 
plan  in  place  to  correct  the  problem,  then  you’ll  be  busy  enough  over  the  next  two  and  a  half  years  solving  your 
own  problems. 

CIO  will  begin  running  a  series  of  columns  on  the  year  2000  issue  this  fall.  If  you  have  ideas  for  this  column — or  if 
you  kno\V  of  any  particularly  laudable  efforts  (or  noteworthy  blunders),  I’d  love  to  hear  about  them. 
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Year  2000  is  right  around  the  comer.  And  time  is  running  out  on  choosing  the  right  solution  for 
your  business.  So  why  not  go  with  the  company  that  has  more  Year  2000  experience  than  anyone 
else  in  the  world?  Peritus. 

With  Peritus  you  get  unmatched  flexibility,  performance,  and  scalability.  And  only  Peritus  provides 
a  full  suite  of  Year  2000  conversion  alternatives  to  meet  your  needs,  from  data  expansion  to  logic 
correction,  and  capabilities  such  as  comprehensive  identification.  Which  means  you  can  create  a 
tailored  Year  2000  solution  that's  right  for  you,  whether  your  system  is  mission-critical  or  at  the 
end  of  its  life  cycle. 

All  this,  plus  peace  of  mind  from  partnering  with  the  world's  leader  in  creatively  managing  the 
installed  software  base.  In  fact,  our  Year  2000  solutions  are  only  one  of  the  many  solutions  available 
from  Peritus.  We're  changing  the  way  people  think  about  software.  And  we're  giving  people  the  power 
to  make  more  business  choices  than  were  ever  thought  possible. 

Call  Peritus  today  at  1-800-598-7787  for  more  information,  or  visit  our  web  site  at  www.peritus.com. 
Before  it's  too  late. 


Peritu/* 
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BOOKING  IT 

I  was  elated  to  read  the  May  15,  1997, 
excerpt  [“The  Bigger  Picture”]  from 
Tom  Davenport’s  new  book  (and  have 
already  ordered  the  book).  He  has  stat¬ 
ed  what  some  of  us  in  the  information 
“game”  have  known  or  suspected  for 
some  time:  Technology  is  only  one  of  the 
components  of  an  effective  information 
management  strategy  (I  should  substi¬ 
tute  ecology  for  strategy,  I  suppose).  I 
have  heard  of  at  least  as  many  successes 
as  failures  due  to  technologists’  insis¬ 
tence  on  wrapping  a  rigid  framework 
around  structured  information  without 
regard  to  how  individuals  need  and  use 
information,  organizational  culture  and 
structure,  the  changing  nature  and  con¬ 
tent  of  information,  and  yes,  how  a  vari¬ 
ety  of  technologies  can  be  used  to  deliv¬ 
er  that  information. 

You  were  right  on  in  mentioning 
Davenport’s  research  in  the  context  of 
the  groundbreaking  work  done  by 
Michael  Hammer  and  others  in  the  area 
of  information  architecture.  Many  of 
the  concepts  they  espoused  revolved 
around  the  need  to  view  business  in  a 
holistic  way  and  thus  foster  alignment 
among  information,  business  process 
and  organization.  Much  of  that  work 
was  done  in  the  mid-’80s  and  is  still  rel¬ 
evant  today. 

I  am  anxious  to  apply  (and  see  how 
others  apply)  the  model  to  meet  upcom¬ 
ing  business  challenges. 

Raymond  K.  Krishock 

Vice  President,  Information  Strategy 
NationsBank 
Charlotte,  N.  C. 
ray.  k  rishock@nbsi.  com 

REPORT  ON  REPORTING 
I  have  the  unique  experience  of  having 
been  a  CIO  in  three  companies  and 
CEO/COO  in  one  company,  and  I  am 
now  a  consultant  to  large  companies. 

The  problem  with  generalizations  is 
that  they  are  all  wrong,  including  the 
one  [noted  in  your  May  1, 1997,  editor’s 
letter:  “The  kiss  of  death  is  reporting  to 
the  CFO”]. 

As  a  CIO  reporting  to  a  finance  per¬ 
son,  1  had  to  justify  the  costs  in  terms  of 
ROI  and  gain  to  the  company  without 
mentioning  machine  cycles,  etc.  My 
requests  for  upgrades  were  always  hon¬ 


ored.  While  I  was  a  CIO  reporting  to  a 
very  computer-literate  CEO,  I  needed  to 
justify  requests  in  terms  of  machine 
capacity  and  being  on  the  cutting  edge. 
When  I  was  a  CIO  reporting  to  a  com¬ 
puter-illiterate  CEO,  my  upgrade 
requests  were  always  accepted  because 
I  added  the  clause  “if  you  want  to  stay 
competitive.”  As  CEO,  I  had  an  aggres¬ 
sive  CFO  who  prodded  the  CIO  into 
upgrading  the  system  beyond  the  CIO’s 
original  request.  As  a  consultant,  I  have 
been  on  both  sides  of  the  requests. 

The  bottom  line  is  that  regardless  of 
the  position  or  company,  the  request 
needs  to  be  supported  with  facts  that  the 
recipient  understands.  One  of  the  most 
impressive  documents  requesting  an 
upgrade  was  supported  with  a  lot  of 
“computerese.”  The  finance  guy  asked 
me  to  interpret  it  for  him  and  was  still 
reluctant  to  agree  to  the  project  even 
though  it  was  fully  justified.  I  reworked 
the  paper  and  presented  it  to  him  with 
financial  justifications,  and  it  was  quick¬ 
ly  agreed  that  this  was  the  direction  the 
CFO  wanted  to  pursue. 

I  am  guessing  that  there  are  at  least  10 
articles  such  as  yours  written  each  year. 
Multiply  that  by  the  40  years  I  have  been 
in  the  computer  business,  and  that 
means  I  have  read  at  least  400  similar 
articles.  Unfortunately,  the  article  stops 
too  soon  and  I  encourage  you  to  write  a 
follow-up  article. 

Bob  Lobman 

President 
MCL  Systems  Inc. 

Wantagh,  N.  Y. 
lobmar@pfizer.  com 
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magine  getting  crucial 
information  to  every¬ 
one — viewable  from 
every  perspective — at 
any  level  of  detail. 

W ithout  praying  for 
miracles.  Arbor0  Essbase10 
is  the  powerful  OLAP 
server  that  lets  you 
deploy  an  entire  multi¬ 
dimensional  reporting 
and  analysis  solution  for 


your  data  warehouse.  In 
days,  not  months. 

Now  you  can  create  a 
server-based  system  that  is 
easy  to  define  and  maintain. 
So  your  customers  can 
choose  the  information 
they  need — using  the 
tools  they  already  know. 
Spreadsheets,  browsers, 
report  writers,  desktop 
OLAP  tools— you  name  it. 


Stay  ahead  of  your 
customers’  growing 
need  for  information. 

Call  Arbor  Software 

TODAY  AND  ARRANGE  FOR 
YOUR  FREE  WORKSHOP. 

In  just  three  days,  you’ll 
have  a  working  model  up 
and  running.  Your  site. 
Your  data.  Your  business 
rules.  Guaranteed. 


Amended 


Driving  Business  Performance 


Arbor  Software  •  800-858-1666  ext.  6000  •  Web  site:  www.arborsoft.com/cio 


©Copyright  1997.  Arbor  and  Essbase  are  registered  trademarks  of  Arbor  Software  Corporation,  1344  Crossman  Ave.,  Sunnyvale,  CA  94089,  408-744-9300  ext.  6000. 
Photo  Credit:  Scala/Art  Resource,  NY.  Michelangelo  Buonarroti.  The  Creation  of  Adam:  detail  of  the  hands  of  God  and  Adam.  Sistine  Chapel,  Vatican  Palace,  Vatican  State. 
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The  impact  on  your  business  would  be  enormous.  The  ROI  nearly  immediate.  But  the 
revenues  generated  from  secure  credit  card  transactions  are  just  the  beginning.  Suddenly  you’re 
able  to  share  confidential  information  over  the  Internet  with  your  customers,  employees,  and 
business  partners.  Your  business  becomes  more  efficient  and  competitive. 

So  what  does  it  take  to  begin?  A  partner  who  truly  understands  the  impact  networking  can 
have  on  your  business,  and  knows  how  to  implement  it  down  to  the  last  strand  of  wire  and  the 
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happened  next  month. } 


last  packet  of  data.  We’re  that  partner.  Our  technologies  made  the  Internet  a  global  reality. 
Today,  Cisco  networking  products  and  Cisco  IOS™  software  are  making  the  Internet  safe  for  secure 


business  transactions  of  all  kinds.  Call  us  at  1-800-778-3632,  ext.  192000. 
Or  visit  our  Web  site  at  www.cisco.com 
After  all,  there’s  no  reason  to  keep  your  customers  waiting. 

The  network  works.  No  excuses'.' 


Cisco  Systems 
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Publishers  Note 


“There  may  be  more  opportunity  in  the  future  to  increase 
productivity  between  organizations  rather  than  within 
organizations.  ” 

-Richard  Ruff 

Vice  president  of  business  development 
Hutbwaite  Inc. 
Purcellville,  Va. 

Perhaps  our  parents  really  did  know  best  when  they 

encouraged  us  to  use  the  “buddy  system”  whenever  possible.  After  all, 
strength  exists  in  numbers. 

Today,  many  companies  are  catching  on  to  that  theory  and  using  the 
corporate  form  of  the  buddy  system:  corporate  coupling.  After  years  of 

striving  to  make  corporate  improvements 
internally,  executives  are  now  learning 
that  one  of  the  best  methods  of  achiev¬ 
ing  sustainable  competitive  advantage  is 
partnering. 

But  before  you  run  out  and  marry  the 
next  company  you  see,  remember  that 
this  emerging  trend  is  neither  a  quick  fix 
nor  a  gold  mine.  In  order  to  be  imple¬ 
mented  and  executed  successfully,  part¬ 
nering  requires  a  great  deal  of  planning 
and  communication  between  the  two 
parties.  Savvy  CIOs  will  play  a  key  role 
in  this  planning  and  communication 
process  to  ensure  that  their  companies’ 
partnerships  work.  As  John  C.  King,  presi¬ 
dent  of  King  Information  Group,  says,  “The  CIO  has  a  project  manage¬ 
ment  perspective  and  is  more  likely  than  most  executives  to  understand  the 
effects  on  the  company  of  a  transition  to  a  partnership.” 

Contributing  Writer  Miryam  Williamson’s  article,  “For  Richer,  For 
Poorer,”  on  Page  84,  explores  the  concept  of  corporate  partnering  and 
examines  some  successful  and  not-so-successful  corporate  alliances.  She 
also  highlights  the  importance  of  CIO  involvement  in  the  planning — not 
just  implementation — stages  of  the  corporate  partnering  process. 

vfiwu  u. 

P.S.  CIO  Communications  has  just  released  a  new  “best  practices”  report 
on  Internet  policymaking.  “Maximizing  the  Internet:  Policies,  Procedures 
&  Best  Practices”  explores  the  formal  (and  informal)  policy  choices  com¬ 
panies  are  making  to  derive  benefit  from  the  Internet’s  vast  resources 
while  maintaining  acceptable  levels  of  security,  productivity  and  efficien¬ 
cy.  The  information-rich  resource  is  available  for  $395.  For  more  infor¬ 
mation,  contact  Denise  Perreault  at  508  935-4443  or  visit  our  Web  site  at 
www.cio.comlClOlsurvey.html. 
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the  answer  is 


Deloitte  & 
Touche 


©1997  Deloitte  &  Touche  LLP.  Deloitte  &  Touche  refers  to  Deloitte  &  Touche  LLP  and  related  entities. 


0:., 'ni;io  .s  a  liactam  irk  nl  Lotus  Ocvetopmenl  Corporation  in  the  United  States  and/or  other  countries  IBM,  Global  Nelwoik  and  Solutions  lord small  planet  are  trademarks  ol  International  Business  Machines 
'1997  IBM  Com 


Your  people  are  your  greatest 
asset.  Getting  them  to  work 
together  better  isn’t  just  more 
efficient.  It’s  more  profitable. 

But  where  should  you  begin? 
Just  call  IBM.  We’ve  helped  all 
kinds  of  companies  erase  time 
differences,  so  that  every  office, 
everywhere,  is  able  to  access 
up-to-the-minute  information. 
Using  Lotus  Domino  "  and  the 
IBM  Global  Network!  we’ve 
helped  them  tighten  business 
processes,  all  while  maximizing 
their  existing  investments. 

That’s  the  power  you  get  with  an 
IBM  Internet  solution,  a  unique 
combination  of  technology, 
professional  services  and  know¬ 
how  that’s  enabling  a  world  of 
e-business  opportunities. 

Find  out  how  the  Internet  can 
improve  your  productivity. 
Just  drop  by  www.ibm.com/ 
internetsolutions,  or  give  us  a 
call  at  1  800  IBM-7080,  ext. 
NC03,  for  our  free  brochure 
on  intranet  solutions. 
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Solutions  for  a  small  planet" 


Trendlines 

NEWS,  INSIGHT,  HUMOR,  REVIEWS 

Edited  by  Katherine  Auer 


Unforgettable  You 


BIOMETRIC  SECURITY  SYSTEMS 


The  scene  is  La 

Porte  Hospital  in  La  Porte,  Ind.  A  woman  who 
recently  sought  treatment  at  the  hospital’s  emer¬ 
gency  room  is  back  for  treatment  again,  but  this 
time  she’s  using  a  different  name.  Her  motive?  To 
score  some  extra  prescription  medicine.  It’s  a 
common  ploy,  but  in  this  case  it  will  be  foiled  by 
uncommon  means:  the  hospital’s  new  Positive 
Patient  Identification  system,  which  uses  finger¬ 
print  imaging  to  verify  patient  identification. 

The  PPID  system,  developed  by  NEC  Tech¬ 
nologies  Inc.  of  Washington,  a  division  of  Tokyo 
based  NEC  Corp.,  is  just  one  example  of  a  variety  of 
innovative  biometric  security  systems  currently  under 
development.  Visionics  Corp.  of  Metuchen,  N.J.,  recently 
unveiled  a  face-recognition  security  system,  and  David  Tong, 
a  senior  industry  analyst  with  SRI  Consulting  of  Menlo 
Park,  Calif.,  tells  of  several  developing  products  that  rely  on 


retina,  iris  and  even 
body  odor  recogni¬ 
tion.  With  each  of 
these  new-age  security 
technologies,  the  goal  is 
to  maximize  security  while 
minimizing  intrusion  upon 
users  or  customers. 

At  La  Porte  Hospital, 
fraud  detection  is  only  a 
secondary  benefit  of  PPID, 
which  originally  was  de¬ 
veloped  to  improve  the  effi¬ 
ciency  of  patient  registration. 
Upon  their  first  visit  to  the  hospital,  patients  submit  the  usu¬ 
al  information,  and  then  have  their  fingerprints  scanned  by 
PPID,  which  attaches  the  images  to  the  patient  information 
in  a  secure  database.  On  subsequent  visits,  patients  can  reg- 


“L”  is  for  Laptop 

y ; / ,:  ■yyr'oy , »  j  Thanks  to  innovations  in 
mobile  computing,  many  professionals  can  work  any 
time,  anywhere.  Now  it  seems  the  same  can  be  said 
of  schoolchildren:  The  Notebooks  for  Schools 
program  offered  by  the  Toshiba  Education 
Center  and  Microsoft  Corp.  is  aimed  at  providing 
kids  with  affordable  laptop  computers  running 
Microsoft's  Windows  and  Office  Professional.  The 
program  is  intended  to  help  integrate  computing  more 
fully  into  the  educational  system. 

Notebooks  for  Schools  is  purported  to  help  close  the  gap 
between  the  haves  and  the  have-nots.  For  instance,  one  New 
York  City  school  district  is  leasing  laptops  for  its  students,  90 
percent  of  whom  live  below  the  poverty  line.  Of  course,  the 
"haves"  are  taking  part  as  well:  Students  at  Forest  Ridge  School 
of  the  Sacred  Heart,  a  private  girls'  school  in  Bellevue,  Wash.,  now  use 
portables  decked  out  with  wireless  modems.  And  the  Kent,  Conn.,  school 
district  has  purchased  a  system  for  each  and  every  one  of  its  seventh  graders. 

For  more  information,  call  888  62-LEARN  or  visit  Toshiba's  Web  site  at  www.education.toshiba.com. 
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InPower  Total  Compensation  Management  is  above  and 
beyond  anything  in  the  client/server  marketplace. 


If  you’re  looking  for  Total  Compensation 
Management:  a  universal  view  of  payroll,  benefits, 
everything  you  use  to  attract,  reward  and  retain 
your  employees,  put  your  faith  where  the  Ultimate 

Human  Resource  Manager  has  -  InPower. 

Every  day  that  you  deal  with  broad-banding,  at-risk  pay, 
or  team-based  compensation  is  Judgment  Day.  Which  is  why 
InPower  completely  redesigned  strategic  HRMS/Payroll,  rather 
than  porting  antiquated  mainframe  systems  to  the  desktop. 

InPower  Total  Compensation  Management  administers 
everything  that  influences  true  employee  costs,  from  com¬ 
muter  checks  to  bonuses,  from  child  care  to  life  insurance. 


And  it’s  all  integrated  into  one  single,  simple-to-use  system, 
enabling  one-stop  reporting  and  “what  if”  analysis  for  employ 
ees,  their  dependents  and  beneficiaries. 

“let  my  payroll  go.” 

InPower  redesigned  payroll  to  be  a  total  compensation 
disbursement  system.  And,  InPower’s  Total  Compensation 
Management  architecture  set  new  client/server  payroll  perfor¬ 
mance  standards  in  testing  at  the  Hewlett-Packard  Company’s 
Benchmarking  Center. 

All  told,  InPower  Total  Compensation  Management  gives 
you  fewer  systems,  lower  costs,  and  the  innovative  compen¬ 
sation  plans  required  by  today’s  non-traditional  workforce. 

For  more  information,  call:  1-800-930-0165. 


InPower 


HP  &  InPower  deliver  breakthrough  client/server 
payroll  performance.  Call  1-800-930-0165  for 
a  complete  benchmark  report. 


Managing  the  realm  of  human  possibility.™ 

Phone:  1-800-930-0165  Fax:  1-800-695-8262  Url:  www.inpower.com  Email:  info@inpower.com 

The  InPower  logo  is  a  trademark  of  InPower,  Inc. 


Trendlines 


ister  by  simply  passing  their  fingers  through 
a  scanner,  which  verifies  their  identity  and 
calls  up  their  updated  medical  records. 

There  was  some  initial  concern  that 
patients  would  feel  like  they  were  being 
“booked”  by  PPID,  says  Vickie  Gush- 
rowski,  hospital  supervisor  of  media  and 
community  relations.  But  they  took  to  the 
system  quickly.  “They  want  their  names 
and  fingerprints  in  the  database  in  case  they 
have  an  accident  and  have  to  be  admitted 
unconscious,”  she  says. 

Visionics’  new  Facelt  face-recognition 
system,  meanwhile,  requires  only  a  scan  of 
a  person’s  face  to  verify  identification.  Cur¬ 
rently  in  use  at  several  government  sites  and 
being  rolled  out  to  the  corporate  market, 
Facelt  uses  sophisticated  algorithms  for 
pattern  recognition,  identifying  people  from 
photos  in  about  one  second  on  a  Pentium 
PC.  Ideally  suited  to  control  access  at 
banks,  airports  and  government  facilities, 
Facelt  also  can  be  used  in  place  of  pass¬ 
words  and  PINs  to  protect  computer  net¬ 
works,  says  Visionics  CEO  Joseph  Atick. 
“Passwords  can  be  guessed  or  cracked,” 
Atick  says.  “[Facelt]  is  totally  hands-off, 
and  it  can  recognize  you  without  your 
having  to  touch  anything.” 

SRI’s  Tong  also  cites  emerging  biomet¬ 
rics  technologies  that  scan  human  retinas, 
irises  or  even  body  odor  to  verify  identity. 
Many  of  these  systems  will  be  rolled  out 
by  various  vendors  first  to  government 
and  financial  institutions,  Tong  says.  “But 
the  technology  has  capabilities  for  a  lot  of 
other  things,  too,”  he  says.  “I  see  it  moving 
eventually  to  people’s  vehicles  and  homes, 
which  could  be  secured  to  provide  access 
only  to  authorized  residents  or  drivers.” 

-Tom  Field 


CORRECTION 

Our  May  1 , 1 997,  story  "Pride  Enter¬ 
prises'  CIM  System"  incorrectly  described 
Pride  Enterprises.  The  company  has  al¬ 
ways  been  a  private  company;  however, 
it  is  restricted  from  competing  in  cer¬ 
tain  markets.  In  addition,  approval  of 
Pride's  CIM  system  came  from  the  board 
of  directors.  We  apologize  for  the  error. 


Off  the  Shelf 


Summer  Reading 

The  First  $20  Million  is  Always  the  Hardest:  A  Silicon  Valley  Novel 

Po  Bronson,  Random  House,  1997,  $23 

THE  AROMA  of  COCONUT  OIL  is  wafting  on  the  breeze.  You  hear 
the  gentle  lapping  of  water  on  the  shore.  There’s  a  cool  drink — 
complete  with  pineapple  chunk  and  paper  umbrella — within 
easy  reach.  Ah,  what  better  time  to  pick  up  a  book  about  technology. 

No  thanks,  you  say?  Well,  technology  reading  may  be  a  little  more 
than  most  of  us  want  to  tackle  for  beach  or  poolside  reading,  but  you 
may  want  to  make  an  exception 
for  The  First  $20 
Million  is  Always  the 
Hardest  by  Po  Bron¬ 
son.  Why?  Because 
this  is  a  story ,  about 
people  and  places  you’ll 
probably  recognize. 

Better  yet,  when 
Po  Bronson  is 
through  with 
them,  you’ll 
probably  see  them 
in  a  brand-new  light. 

The  setting  is  one 
of  those  research  parks 
where  people  play  Nerf 
basketball,  dress  like  L.L. 

Bean  models  and  produce 
the  future.  Andy  Caspar  is  in 

residence  in  this  techie-paradise,  where  participation  is  by  annual 
invitation  only  and  there  is  not  a  little  bit  of  politicking  about  who 
stays  and  who  gets  cast  out  into  the  cold,  cruel  world  to  make  an 
honest  living.  When  Caspar  is  maneuvered  into  directing  a  project 
to  design  a  desktop  computer  that  can  retail  for  no  more  than  $300, 
the  VWPC  (“Volkswagen  Personal  Computer”),  it  looks  as  though 
his  career  is  on  the  slide.  Everyone  knows  that  bigger  is  always  better 
in  Silicon  Valley.  It’s  about  testosterone.  It’s  about  machismo.  It’s 
about  being  one  of  the  ironmen.  But  Caspar  has  the  bad  grace  and  ill 
luck  to  make  the  project  a  success — and  that,  of  course,  is  when  the 
fun  begins.  Suddenly,  there  are  dollars  to  be  made  and  reputations 
to  crush.  This  is  where  the  paradigm  shifts  and  the  intrigue  starts. 

Po  Bronson  has  taken  a  rare  literary  risk:  Absorbing  novels 
about  business  are  few  and  far  between  because  when  all  is  said 
and  done,  all  that  is  usually  at  stake  is  money.  But  Bronson’s  fine 
eye  for  detail  and  precise  summarization  of  character  make  this 
satire  crackle  with  tension,  and  the  reader  is  soon  aware  that  some¬ 
times  “business  risk”  has  as  much  to  do  with  principles,  and  the 
courage  to  look  unflinchingly  at  one’s  face  in  the  mirror  every 
morning,  as  it  does  with  profit.  -Perry  Glasser 
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Core  Competencies  and  Competitive  Advantage: 


4^  the  past, corporations  have  associated  big  business  gains 
with  internal  reengineering  designed  to  promote  increased 
efficiency.  Not  so  in  today’s  global  marketplace.  Corporations  now 
realize  that  returns  are  maximized  when  IS  aligns  its  strategy  with 
the  organization’s  external  business  goals  and  puts  its  muscle  and 
ingenuity  behind  the  core  competencies  the  company  is  leveraging 
to  compete  and  prosper. 


The  latest  in  the  CIO  Perspectives SM  conference  series, 

Core  Competencies  and  Competitive  Advantage: 

Think  Internally,  Act  Externally,  will  explore  how  IS  has 
become  the  key  to  fully  exploiting  an  organization’s  strengths 
in  pursuit  of  competitive  advantage. 

Join  keynote  presenter  and  business  management  theory  expert 
F.  Warren  McFarlan,  senior  associate  dean,  director  of  external 
relations  and  Albert  H.  Gordon  professor  of  business  administration, 
Harvard  Business  School.  Our  moderator  will  once  again  be 
Jim  Wetherbe,  director,  MIS  Research  Center,  University  of 
Minnesota,  Federal  Express  Professor  of  Excellence  and  director, 
Center  for  Cycle  Time  Research,  University  of  Memphis. 

Other  featured  presenters  include  Paul  Saffo,  director,  Institute  for 
the  Future;  Peter  Bergman,  who  will  humorously  discuss  1 000  Ways 
to  Survive  the  Millennium:  Live  fromWY2K ;  Loretta  LaRoche,  who  will 
offer  her  own  special  insight  on  reducing  stress  in  the  workplace;  and 
John  Cross,  head  of  information  technology,  BP  Group,  The  British 
Petroleum  Company  PLC. 


In  a  world  where 
conferences  continue  to 
compete  for  CIO 
mind  share  and  time, 
the  CIO  conference 
continues  to  stand 
out  from  the  herd." 

Howard  0.  Halpin  III 
Assistant  Vice  President 
Information  Technology 
Newbridge  Networks,  Inc. 


To  participate  in  Core  Competencies  and  Competitive  Advantage:  Think  Internally, 

Act  Externally,  visit  our  Web  site  at  www.cio.com  and  enroll  online  or  simply  complete  the  enrollment 
form  on  the  back  of  this  brochure  and  fax  it  to  us  at  508  879-7720.  You  may  also  call  our  conference 
hotline  at  800  366-0246. 

Join  your  colleagues  and  peers  at  this  important  event  as  we  learn  how  to  deliver  newer,  bigger  and 
better  business  returns. 
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Think  Internally,  Act  Externally 


Jim  Wetherbe 

Moderator 

Director 

MIS  Research  Center 
University  of  Minnesota 
Federal  Express  Professor 
of  Excellence 
Director 

Center  for  Cycle 
Time  Research 
University  of  Memphis 


Peter  Bergman 

Co-Founder 
Firesign  Theater 
President 

Bergman  Stallone,  Inc. 


James  Donehey 

CIO  and 

Senior  Vice  President 
Capital  One  Services,  Inc. 


Christopher 

Hoenig 

Director 
Information 
Management  and 
Technology 
US  General 
Accounting  Office 

Loretta  LaRoche 

Founder 

The  Humor  Potential 


Keynote  Presentation: 

At  the  Intersection: 
IT  and  Corporate 
Strategy 

F.Warren  McFarlan 

Senior  Associate  Dean 
Director  of  External  Relations 
Albert  H.  Gordon  Professor 
of  Business  Administration 
Harvard  Business  School 


Abbie  Lundberg 

Editor  in  Chief 
CIO  Magazine 


Paul  Saffo 

Director 

Institute  for  the  Future 


The  late  1900's  have  shown  an 
unprecedented  intersection  and 
intertwining  of  information  technology 
and  corporate  strategy.  Organizations 
must  deal  with  IT's  impact  on  the 
nature  and  quality  of  its  products  and 
services,  while  redefining  its  channels 
of  distribution  and  methods  of 
promotion.  The  reward  for  successful 
adaptation  is  growth,  while  the  penalty 
for  failure  is  swift  extinction.  In  this 
new  world  the  CIO  is  indispensable  to 
managers  in  choosing  intelligently 
among  alternative  strategies  and 
installing  the  disciplines  necessary 
to  translate  the  chosen  course  into 


concrete  actions  and  systems. 


visit  our  Web  site  at  www.cio.com 


Ritz-Carlton 


"The  CIO  conference 
provides  the  environment 
to  focus  on  strategy  with 
peers  who  are  addressing 
the  same  critical  issues." 

J.L  Puckett 
CIO 
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ENROLLMENT  FORM 

Core  Competencies  and  Competitive  Advantage: 
Think  Internally,  Act  Externally 

October  12-15,  1997  •  Ritz-Carlton  •  Naples,  Florida 

Please  visit  our  Web  site  at  zvww.cio.com  or  Fax  to  508  879-7720.  You  can  also 
Call  us  at  800  366-0246  or  Mail  completed  form  to:  Executive  Programs,  CIO 
Communications,  Inc.,  492  Old  Connecticut  Path,  Framingham,  MA  01701. 


NAME 

TITLE 

COMPANY 

ADDRESS 

MAIL  STOP 

CITY 

STATE 

ZIP  CODE 

PHONE 

FAX 

E-MAIL 

COMPANY  WEB  SITE  ADDRESS 

WHAT  IS  YOUR  INDUSTRY? 

YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 

HOTEL  ARRIVAL  DATE 

HOTEL  DEPARTURE  DATE 

NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 

TIJY 

CHECK  ALLTHAT  APPLY 

ENROLLMENT  FEES: 

OTHER  ACTIVITIES: 

□  IS  Practitioners/Executives 

If  you  are  a  CIO,  IS  executive  or  hold 
another  executive  position,  the  fee  is  $1,695. 

O  Government/Military 

The  fee,  which  includes  your  hotel  for 
three  nights,  is  $2,110.  Do  not  make 
your  own  hotel  reservations ;  CIO  will 
make  them  for  you. 

□  Sales/Marketing/Consulting 

If  you  hold  a  sales,  marketing,  new 
business  development  or  consulting 
position,  the  enrollment  fee  is  $5,000. 

This  includes  executive  management  of 
consulting  companies.  This  fee  is  payable 
by  company  check  only.  CIO  will  make 
the  final  determination  of  this  category. 

□  Check  here  if  this  is  your  first  CIO 
Perspectives  conference. 


□  COMPANION  PROGRAM:  ($275) 

Companions  must  be  enrolled  in  this  program 
to  attend  any  conference-related  functions. 
Includes  all  scheduled  meals,  receptions, 
entertainment,  companion  breakfast,  a  stretch 
and  tone  class,  and  a  tour  of  The  Conservatory, 
with  an  exhibit  hall  showing  the  ecological 
balance  of  nature  in  Florida,  a  shell  collection, 
animal  rehabilitation  clinic  and  an  aviary 
housing  American  Bald  Eagles.  Conference 
session  attendance  is  not  included. 

□  Golf  Tournament: 

Yes,  I'd  like  to  participate  in  the  golf  tournament 
on  Sunday,  October  12  at  11  a.m. 

Hosted  by  Lockheed  Martin  Corporation 

□  I  will  not  be  staying  at  the  Ritz-Carlton, 


Name  of  alternate  hotel 


PAYMENT  INFORMATION:  (Please  make  checks  payable  to  CIO  Communications,  Inc.) 

□  Check  enclosed  □  Bill  company  (A  purchase  order  #  must  be  submitted) 

□  P.O.# 

□  Credit  card  # _ _ 

□  AMEX  □  VISA  □  MC  Exp.  _ 

Signature: _ _ _ 


i 

i 

i 

i 

i 

#  | 

Business 

Card 

REQUIRED 

In  Order  To 
Process 

i 

Registration 

i 

i 

i 

i 

i 
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ATTIRE 

Casual!  Please,  no  suits, 
ties  or  business  attire! 


HOTEL  ACCOMMODATIONS 

A  block  of  rooms  has  been  reserved  at  the 
Ritz-Carlton.  We  urge  you  to  make  your 
reservations  early  by  calling  the  hotel  at 
941  598-3300.  Be  sure  to  identify  yourself  as 
part  of  the  CIO  conference  to  receive  the 
conference  rate.  Make  your  reservations  early 
and  guarantee  your  room  with  a  credit  card,  a ; 
all  unreserved  or  unguaranteed  rooms  will  be 
released  on  September  12, 1997.  Hotel 
reservations,  cancellations  and  charges  are 
your  responsibility.  CIO  will  make  hotel 
reservations  for  government! military 
participants  only. 


TRANSPORTATION 

American  Airlines  is  the  official  conference 
carrier.  For  discounted  airfare,  call  800  433-1/ 
and  reference  Star  File  #S0307MA.  AVIS  is  tl 
official  car  rental  provider.  Call  AVIS  at 
800  331-1600  and  reference  B766657. 


ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in 
advance  of  the  meeting.  Fee  includes 
conference  sessions,  concurrent  sessions, 
corporate  host  displays,  conference  materials  a 
scheduled  meals,  receptions  and  entertainmen 
Transportation,  hotel  and  recreation  are  your 
responsibility.  Please  note  that  submission 
this  enrollment  form  to  CIO  obligates  the 
attendee/sender  for  the  enrollment  fee. 

CANCELLATION 

You  may  cancel  your  enrollment  up  to 
September  12, 1997  without  penalty.  A  $250 
administration  fee  will  be  imposed  for 
cancellations  between  September  13-26. 

No  refund  or  credit  will  be  given  for 
cancellations  received  after  September  26, 
1997  or  for  no  shows.  You  may  send  a 
substitute  in  your  place.  CIO  reserves  the 
right  to  decline  enrollment  to  any  registrant. 


TO  ENROLL  CALL  800  366-0246,  visit  our  WEB  SITE  at  www.cio.com  or  FAX  us  at  508  879-7720. 


Currently  upgrading 

black  boxes. 

(or  green, 

or  beige, 

or  blue) 


Meet  Lucent  Technologies  NetCare  Services. 

Living,  breathing  bodies. 

Dedicated  to  your  data  network.  Will  design/manage/maintain  most  any  system. 
Experts  at  listening,  consulting,  maintaining, 
spotting  opportunities  and  handling  emergencies. 

Contact  us  at  Lucent  NetCare  Services:  l-800-4NetCare  or  www.4netcare.com 


NetCare* 


Lucent  Technologies 

Be"  Lab*  '"novations 

211  Ml- Airy  Road 
Basking  Ridge,  NJ  07920 

www.4netcare.com 

1  800  4NetCare 


We  make  the  things  that  make  communications  work. 


©1997  Lucent  Technologies. 


Trendlines 

Remote  Control 


TECHNICAL  SUPPORT 


IS  professionals  in  technical- 
support  functions  often  spend  a  large  proportion  of 
their  time  running  from  PC  to  PC  fixing  individual 
problems.  Thanks  to  a  new  automated  support  request 
system  from  TouchStone  Software  Corp.  and  the 

Software  Support 
Professionals 
Association  (SSPA), 
however,  all  that 
can  change. 

The  new  e. Support 
system  gives  IS  profes¬ 
sionals  centralized  con- 


fgc  PI  lw; 


"As  we  improve 
communications  and 
computing,  they  merge 
more  and  more  every 
day,  every  year,  toward 
an  eventual  intersection 
where  we  will  be  able  to 
communicate  with  each 
other  just  as  lively  and 
alive  through  these 
mediums  as  we  can  face 
to  face.  That's  not  going 
to  happen  in  the  next  TO 
years.  It  may  not  happen 
for  100  years.  But  the 
point  is,  it  moves 
inexorably  toward  this 
crossing  point  in  the 
future,  and  that's  the 
great  computing  and 
communications  revolu¬ 
tion  that  all  of  us  are 
participating  in,  either 
as  builders  or  as  users." 

-James  Barksdale,  president 
and  CEO,  Netscape 
Communications  Corp. 

See  CIO's  Sept.  15  10th 
Anniversary >  issue  to  hear  more 
from  Barksdale  and  other 
Leaders  of  the  Information  Age. 


trol  over  technical  support  by  giving  them  access  to  diagnostic  data  on 
individual  PCs  in  their  networks.  When  corporate  employees  have 
computer  problems,  the  system  guides  them  through  a  fill-in-the-blank 
support  request  and  attaches  a  detailed  diagnostic  file  for  the  IS  depart¬ 
ment.  IS  professionals  then  have  access  to  more  than  2,000  system  de¬ 
tails,  such  as  system  file  contents  and  hardware  configurations  of  any 
computer  on  the  network,  allowing  them  to  solve  problems  more 
quickly  and  accurately.  Ultimately,  such  information  can  be  added  to 
an  IS  database  or  call-tracking  system  for  maximum  flexibility  or  au¬ 
tomation.  If  IS  staffers  are  unable  to  resolve  problems,  they  can  use 
e. Support  to  forward  problems  over  the  Internet  to  about  1,200  soft¬ 
ware  and  hardware  vendors. 

Currently,  the  public  client  version  of  e. Support  is  available  free  of 
charge  from  www.esupport.com  or  www.checkit.com.  For  more 
information,  call  TouchStone  Software  at  800  531-0450.B 


The  CIO  Chess  Set? 


READER  CONTEST 


You've  seen  the  Civil  War  Chess  Set,  the  StarTrek  Chess  Set, 
and  there's  even  a  Simpsons-theme  chess  set.  Suppose  we  were  to  create  a  Cor¬ 
porate  Executive  Chess  Set,  with  the  king  representing 
the  chairman  or  shareholders  and  the  queen  repre¬ 
senting  the  CEO.  Tell  us  what  playing  piece 
would  best  represent  the  CIO  at  your 
company — the  bishop,  knight,  rook 
or  pawn — and  tell  us  why  (for  exam¬ 
ple,  because  of  the  clout  of  the 
piece  or  the  way  it  moves). 

The  readers  with  the  best  three 
answers  of  1 50  words  or  less  will  re¬ 
ceive  a  personal  computer  chess  game, 
and  their  entries  will  appear  in  CIO.  Re¬ 
quests  for  anonymity  will  be  honored.  Send 
entries  to  Derek  Slater,  our  resident  chess  master,  by 
e-mail  {dslater@cio.com)  orfax  (508  879-7784)  byJuly31.« 
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When  you’re  shelling  out  $4,000,000 
to  ring  in  the  Year  2000,  remember: 


SAS*  software 
didn’t  drop 
the  ball. 


While  other  software  companies  scramble  to 
help  you  adapt  your  programs  to  handle  the 
Year  2000  crisis,  SAS  Institute  has  just  one 
question:  What  crisis?  SAS  software  solutions— 
from  data  warehousing  to  data  mining,  OLAP  to 
applied  analysis— are  ready  to  handle  dates 
through  the  year  20,000  AD.  And  you  can  easily 
change  the  interpretation  of  two-digit  years  to 
the  100-year  span  of  your  choice. 

SAS  software  customers  won’t  need  to  shell  out 
the  estimated  $3-$4  million  it  will  cost  the  average 
company  to  address  the  Year  2000  issue.  So  isn’t 
it  time  you  invested  in  the  world’s  best  decision 
support  solutions?  From  a  vendor  that  will  keep 
you  on  the  leading  edge  of  technology  into  the 
new  millennium— and  beyond?  Just  visit  us  at 
www.sas.com/y2k/  or  give  us  a  call  at  919-677-8200. 


SAS  Institute  Inc. 


The  Business  of  Better  Decision  Making 


E-mail:  cio@sas.com  www.sas.com/y2k/  919.677.8200  In  Canada  1.800.363.8397 


SAS  is  a  registered  trademark  of  SAS  institute  Inc.  Copyright  ©  1997  by  SAS  Institute  Inc 
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Trendlines 


SNEAK  PREIIIEW 


I.S.  LEADERS 


DuWayne  J.  Peterson  is  one  of  the 
1 2  most  influential  IS  leaders  of 
The  CIO  Decade.  To  learn  who  the 
others  are,  see  CIO's  1 0th  Anni¬ 
versary  issue,  coming  Sept.  15. 

The  year  2000  is¬ 
sue  will  be  the  test  to 
see  how  good  com¬ 
panies  really  are  ver¬ 
sus  how  good  they 
say  they  are.  It’s  a 
chance  to  finally  val¬ 
idate  the  importance 
of  having  a  good 
CIO  or  IT  orga¬ 
nization.  I  know 
how  tough  it  will 
be  to  fix;  I  was 
there  when  we 
were  doing  these 
systems.  I  never 
thought  those  appli¬ 
cations  would  still 

be  around  today. 55 

-  DuWayne  J.  Peterson,  president 
of  DuWayne  Peterson  Associates 
and  former  CIO  at  Merrill  Lynch, 
Security  Pacific  Corp.  and  RCA  Corp. 


THE  CIO  DECODE 


Ulhere 
Illere  You 
10  Years 
Ago? 


READER  SNAPSHOT 


Lynn  Jacobs 

CIO,  DreamWorks  SKG, 

Los  Angeles 

Career  Moves,  1 987-97: 

Three  companies,  six  positions 

Years  Reading  CIO:  Five 

Ten  Years  Ago:  A  senior  soft¬ 
ware  engineer  for  Geodynam¬ 
ics,  a  California-based  high- 
tech  aerospace  company.  "I 
didn't  know  what  a  CIO  was." 

Greatest  Challenge:  Be¬ 
cause  DreamWorks  is  a  startup, 
there  are  no  legacy  systems  to 
cause  headaches.  But  because 
DreamWorks  is  a  big  startup, 
with  1,500  employees  and  sev¬ 
eral  completely  different  busi¬ 
nesses — motion  pictures,  car¬ 
toons,  interactive  games — 

Jacobs'  challenge  has  been  to 
build  an  IT  infrastructure  and  an 

IS  staff  to  handle  the  company's  diverse,  ever-changing  needs.  "I've  been  stretched  in 
more  ways  over  the  last  two  years  than  I  ever  would  have  thought,"  says  Jacobs,  who 

amassed  an  IS  staff  of  1 00  to  build  data  centers,  networks  and  applications. 
"I've  always  had  a  different  idea  of  how  things  should  be  done  in  IT.  This  gives 
me  a  chance  to  prove  my  ideas  will  work." 


Greatest  IT  Development  of  the  Decade:  Ubiquity  of  e-mail.  With  1 0 
separate  offices  in  Greater  LA  alone — nevermind  the  two  opening  in  New 
York  and  one  each  in  London  and  Toronto — e-mail  has  become  crucial  to 
DreamWorks'  internal  communication  and  decision  making.  "This  com¬ 
pany  couldn't  run  without  e-mail  today,"  she  says.  "We're  solving  the  same 
business  problems,  but  we're  doing  it  more  virtually,  with  more  portability." 

Alternative  Career  Choice:  "Back  in  high  school,  I  thought  about  being 
a  veterinarian  or  an  architect,  so  I  might  have  gone  into  those  fields.  If  I 
started  over  in  IT  today,  I  think  I  would  lean  more  toward  the  creative  side 
of  technology,  which  really  wasn't  an  option  when  I  started  in  IT." 

Where  She'll  Be  in  1 0  Years:  "Sitting  at  the  beach,  having  a  good  time. 
DreamWorks  will  have  gone  public,  and  I'll  be  rich,  so  I'll  just  workfor  pleasure."  -Tom  Field 

Editor's  Note:  Jacobs  is  also  featured  in  "Postcards  from  Near  the  Edge,  "Page  52. 

IN  SEPTEMBER,  we’ll  celebrate  the  1  Oth  anniversary  of  CIO.  In  the 
months  leading  up  to  our  1  Oth  Anniversary  issue,  we’ll  be  asking  read¬ 
ers  to  look  back  and  tell  us  where  they  were  in  1987  and  how  they 
ended  up  where  they  are  today.  We  invite  you  to  tell  us  your  stoi~y 
when  you  visit  our  Web  site  at  www.cio.com/snapshots/. 
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Norman 


Network 


Our  Customers  Feel  Free,  to  pursue  interests  that  go  beyond 

computer  data  backup. They  realize  it  can  take  less  than  a  second  for  a  drive  crash,  virus 
or  voltage  spike  to  destroy  their  most  valued  computer  component  —  information. 
But  they  also  know  their  priceless  data  is  backed  up  by  Exabyte. 

In  fact,  more  than  one  million  Exabyte  tape  storage  devices  are  hard  at  work  right  now 
—  onboard  the  space  shuttle  and  under  the  sea,  and  in  homes  and  offices  like  yours. 

Exabyte  is  the  largest  company  dedicated  solely  to  the  design  and  production  of  tape 
storage  systems  —  with  capacities  ranging  from  680  megabytes  to  3  2  terabytes. 

Today7,  Exabyte  tape  drives  and  automated  tape  libraries  remain  the  first  choice  of  the 
world’s  leading  computer  manufacturers  and  resellers. 

For  more  information  visit  our  web  site  at:  http://www.exabyte.com 


Exabyte’s  newest  8mnt  tape 
drive,  based  on  Exabyte 
Mammoth  technology,  backs 
up  40  CiB  of  data  in  less  than 
2  hours.  Available  standalone 
anti  in  Exabyte’s  automated 
tape  libraries. 


EXAJHM 


Exabyte.  Since  1985,  helping  you  make  the  best  of  backup. 


www.exabyte.com 


©1997  Exabyte  Corporation  Exabyte  is  a  trademark  of  Exabyte  Corporation.  Exabyte  Corporation,  1685  38th  Street,  Boulder,  Colorado  80301  USA. 
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AT  6:32  PM  EVERY  WEDNESDAY,  OWEN  BLY  BUYS  DIAPERS  AND  BEER. 


DO  NOT  JUDGE  OWEN. 


ACCOMMODATE  HIM. 


If  a  data  mining  query  discovers  that  between  6  and  8pm  men 
buy  diapers  and  beer,  chances  are  you’ll  sell  more  diapers  and 
beer.  It’s  with  this  kind  of  valuable  —  and  sometimes  odd  — 
information  mined  from  company  databases  that  Tandem 
is  helping  people  in  retail,  banking,  telecommunications 
and  insurance  uncover  business  opportunities.  And  coupled 
with  our  reputation  in  handling  90%  of  the  world’s  stock 
transactions,  80%  of  all  ATM  transactions,  66%  of  all  credit 
card  validations,  and  two-thirds  of  all  911  calls  in  the  U.S.,  our 
decision  support  solutions  are  as  reliable  as  they  are  insightful. 
Contact  us  at  www.tandem.com  for  more  information.  Or  call 
1-800-NONSTOP,  ext.  8001  for  our  latest  DSS  Manager’s  Kit 
including  the  new  Object  Relational  Data  Mining ™  white  paper. 

Every  second,  every  transaction,  every  customer  counts. 


Executive  Counsel  By  Cheryl  Dahle 

MANAGING  YOUR  CAREER,  STAFF  AND  PROFESSIONAL  RELATIONSHIPS 


Something  to  Talk  About 

Chatting  honestly  about  workplace  issues — and 
encouraging  your  staff  to  do  the  same — can  keep 
problems  in  perspective 


A  MANAGER  AT  A  LARGE  PUB- 
lishing  company  once  replied 
with  this  joke  when  an  em¬ 
ployee  asked  her  for  more 
feedback  on  his  performance: 
“Once,  there  was  a  little  boy  who  did 
not  speak  to  anyone  for  the  first  years 
of  his  life.  His  parents  were  convinced 
he  simply  couldn’t.  Then  one  morn¬ 
ing,  the  7-year-old  looked  across  the 
breakfast  table  at  his  mother  and  said, 
‘The  toast  is  burnt.’  His  father,  pleased 
but  shocked,  asked,  ‘Son,  why  haven’t 
you  ever  talked  to  us  before?’  And 
the  boy  responded,  ‘Everything’s  been 
fine  until  now.’” 

She’s  neither  the  first  nor  by  far  the 


only  manager  to  apply  the  boy’s  twist¬ 
ed  logic  to  interactions  with  staff — “I’ll 
let  you  know  when  you  screw  up;  oth¬ 
erwise,  mum’s  the  word.”  For  that 
matter,  employees  often  take  the  same 
miserly  approach  to  sharing  informa¬ 
tion  with  their  bosses.  But  if  there  is 
one  thing  the  shift  to  working  in  teams 
and  the  subsequent  focus  on  “soft” 
skills — or  more  precisely,  the  discov¬ 
ery  of  the  utter  lack  of  those  skills — has 
proved,  it’s  that  keeping  quiet  doesn’t 
do  anyone  any  good.  Problems  fester, 
people  repeat  mistakes  and  everyone 
winds  up  grumpy  and  unproductive. 
Your  staff’s  ability  to  talk  honestly  with 
you  and  each  other  about  how  work  is 


done  can  ensure  the  success  of  IS  pro¬ 
jects,  says  Peter  Axelson,  founder  and 
president  of  Garnet  Consulting  Inc.  in 
Reading,  Mass. 

“A  good  flow  of  honest  feedback  is 
one  of  the  most  difficult  things  to  get 
right,  but  it’s  also  one  of  the  most 
important  of  the  so-called  soft  skills,” 
he  says.  “If  you  can  create  an  envi¬ 
ronment  where  there  is  consistent 
feedback,  there  are  tremendous  ben¬ 
efits  from  a  business  standpoint.” 
Among  those  benefits,  according  to 
Axelson:  People’s  skills  improve  as 
they  get  advice  and  learn  from  co¬ 
workers;  problems  are  identified 
sooner  because  people  feel  supported 
when  they  speak  up;  and  trust  and 
respect  among  colleagues  grows.  And 
they  probably  post  fewer  Dilbert  car¬ 
toons,  too. 

Axelson  has  seen  lack  of  feedback 
and  honesty  grind  entire  teams  to  a 
miffed  halt.  A  few  years  ago,  he  was 
called  in  to  help  a  team  in  a  large 
financial  services  company  that  was 
responsible  for  moving  a  data  center 
from  one  continent  to  another.  “The 
group  was  stuck,”  Axelson 
says.  “Technically,  this 
was  a  brilliant  bunch  of 
people.  They  knew  what 
they  needed  to  do  to  make 
this  thing  happen.  But 
there  were  some  extreme 
style  differences.  They  had 
stopped  having  meetings, 
and  some  people  didn’t 
even  want  to  talk  to  one 
another.” 

What  unstuck  them  was 
learning  how  to  use  feed¬ 
back  better.  In  one  drill, 
Axelson  paired  team  mem¬ 
bers  and  gave  them  the 
mandate  to  spend  a  half- 
hour  having  the  most  can¬ 
did  conversations  they’d 
ever  had  about  the  effect  of 
their  behavior  on  each 
other. 

Scary  prospect?  No  kid- 
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ding.  “Emotion,  egos,  competence,  self- 
worth — there  are  a  whole  bunch  of 
things  wrapped  up  in  why  [feedback] 
doesn’t  happen,”  Axelson  says. 


Spotts:  “No.” 

Strider:  “Do  you  feel  like  you  want  to 
apologize?” 

Spotts:  “No.” 


never  express  anger  in  public.  But  it  had 
happened,  and  now  I  didn’t  know  how 
to  deal  with  it.” 

Later,  when  he  talked  with  his  staff, 


SO  AS  A  CIO,  HOW  DO  YOU  GET  PEO- 
ple  in  a  close-mouthed  culture  to 
start  blabbing?  Quickie  seminars 
on  “active  listening”  (read:  how  to  look 
like  you’re  paying  attention  while 
you’re  actually  counting  the  other  per¬ 
son’s  protruding  nose  hairs)  just  don’t 
cut  it. 

The  secret  to  good  workplace  com¬ 
munication  starts  with  understanding 
your  own  working  style  and  the  factors 
that  influence  your  perceptions  of  what 
others  say  and  do,  says  Eileen  Strider, 
former  CIO  and  vice  president  of  infor¬ 
mation  services  at  the  Universal  Un¬ 
derwriters  Group  in  Overland  Park, 
Kan.  She  gives  the  following  example 
from  an  exchange  she  had  with  one  of 
her  managers  last  year. 

Wyette  Spotts,  a  manager  in  the  appli¬ 
cations  area  of  IS,  has  been  Strider’s 
point  person  on  maintaining  Universal’s 
legacy  systems  for  three  years.  Several 
years  ago  when  he  was  with  the  claims 
processing  systems  team,  Spotts  was  try¬ 
ing  to  implement  a  performance  mea¬ 
surement  system  that  tracked  the  work 
process  of  that  unit  at  Universal,  which 
insures  25  percent  of  U.S.  auto  dealer¬ 
ships.  His  team  was  resisting  his  request 
for  the  new  performance  measure.  In  a 
meeting,  as  Spotts  was  reemphasizing 
the  need  to  follow  the  new  procedures, 
he  saw  some  people  roll  their  eyes  and 
snicker.  That  was  more  than  Spotts’ 
strained  patience  could  take.  He  just 
blew  up. 

“I  don’t  think  I’ve  ever  shown  anger 
like  that  in  front  of  my  staff,”  Spotts 
says.  “I  just  said,  ‘Fine!  Whatever.  If  you 
guys  want  to  grow  up  and  talk  about 
this,  you  know  where  to  find  me.’  I  left 
and  I  was  steaming.” 

Spotts  ended  up  drifting  into  Strider’s 
office  to  chat.  “We  went  through  the 
scenario,  and  I  said  I  felt  like  I  needed  to 
go  back  and  apologize,”  Spotts  said.  “So 
we  went  through  a  series  of  questions.” 

Strider:  “Are  you  upset  with  your 
staff?” 

Spotts:  “Yes.” 

Strider:  “Are  you  disappointed  that 
you  got  mad?” 


"If  you  don't  know  what's  happening  inside  your  own  head, 
how  can  you  possibly  know  what  is  happening  for  the  other 
person  or  how  to  really  listen  to  that?'' 

-Eileen  Strider 


“Then  why  would  you  apologize  for 
being  angry?”  Strider  asked.  “That  doesn’t 
mean  you’re  happy  about  how  you 
expressed  it.  But  if  you  apologize  and 
you  don’t  mean  it,  they  will  know.” 

Strider  tried  to  get  Spotts  to  examine 
why  he  had  reacted  that  way  and  how 
he  had  interpreted  events  and  comments 
in  the  meeting.  “Somehow,”  Spotts  says, 
“we  got  back  to  my  childhood  when  I 
made  a  rule  for  myself  that  I  would 


he  explained  what  he  had  seen,  how  he 
had  interpreted  those  signals  and  why  he 
had  reacted  the  way  he  did.  As  it  turned 
out,  the  message  he  had  taken  from  the 
meeting  (“They’re  not  interested”)  was 
not  at  all  the  one  his  staff  had  intended 
to  send.  They  really  weren’t  thinking 
much  about  any  message.  One  person 
thought  the  group  had  moved  on  to  a 
different  agenda  item  at  that  point; 
another  was  laughing  at  a  side  comment 
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is  reselling  PATROL®  technolo¬ 
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tight  integration  BMC  Software 
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Executive  Counsel 


What  Do  You  Know? 

Assessing  your  staffs  skills  is  half  the  battle 


Larry  Sheehan’s  job  is  the  business  equivalent  of 
telling  clients,  “Excuse  me,  but  you  have  a  big 
piece  of  spinach  stuck  between  your  teeth.”  His 
company,  Cambridge  Assessment  Centre  in  Cambridge, 
Mass.,  gives  businesses  the  straight  dope  on  what  types 
of  skills  their  employees 
lack — whether  that  news 
is  good,  bad,  ugly  or  embar¬ 
rassing. 

Sheehan,  the  company 
chairman  who  has  17  years 
of  experience  with  helping 
companies  build  soft  skills 
in  their  organizations,  de¬ 
veloped  with  his  partners, 
psychologist  and  statistician 
Susan  Field,  and  psychol¬ 
ogist  Pamela  Waite,  a  com¬ 
puter  model  for  assessing 
different  skills  and  person¬ 
ality  types.  Using  a  Lotus 
Notes  front  end,  the  pro¬ 
gram  helps  identify  the  char¬ 
acteristics  of  the  person  tak¬ 
ing  the  test.  The  results  can 
help  companies  figure  out 
how  to  integrate  different 
workgroups,  understand  what  skills  are  necessary  in  their 
workplaces  and  learn  more  about  how  to  reinforce  the 


skills  that  make  the  company  successful.  “We’re  able  to 
look  at  what  the  management  style  is  in  a  group,”  Sheehan 
says.  “What  behavior  does  the  group  reward  and  what 
behavior  does  the  group  punish?” 

One  major  financial  institution  that  used  the  model,  for 

example,  was  surprised  to 
find  that  the  skills  it  thought 
it  was  rewarding — team¬ 
work,  information  sharing 
and  collaboration — were  in 
fact  hampered  by  its  envi¬ 
ronment.  The  top  perform¬ 
ers  in  the  organizations 
were  to  some  degree  infor¬ 
mation-hoarding  loners, 
Sheehan  says. 

He  says  the  assessment 
can  be  useful  particularly 
when  companies  merge. 
Figuring  out  which  com¬ 
pany’s  cultural  norms  will 
be  dominant  in  the  new 
union — from  work  style 
to  dress  code — can  be  sig¬ 
nificant,  Sheehan  says. 

Sheehan’s  model  also  is 
used  to  assess  whether  IS 
people  have  the  aptitude  for  learning  object-oriented  pro¬ 
gramming.  -C.  Dahle 


from  a  co-worker  on  an  unrelated  topic. 
No  one  had  understood  how  important 
the  project  was  to  him.  Once  they  did, 
they  were  all  for  fixing  things. 

As  Strider  asks,  “If  you  don’t  know 
what’s  happening  inside  your  own  head, 
how  can  you  possibly  know  what  is  hap¬ 
pening  for  the  other  person  or  how  to 
really  listen  to  that?” 

Easy  for  Strider  to  say,  but  does 
she  actually  follow  her  own  ad- 
vicg?  Relentlessly.  “I  have  to  de¬ 
velop  my  own  skills  before  I  can  help 
[my  staff  develop],”  Strider  says. 
“They’ve  seen  me  cry;  they’ve  seen  me 
get  angry.  If  they  can  see  me  make  a  mis¬ 
take  or  express  an  emotion  and  survive, 
they  know  that  when  they  do  the  same, 


I  will  see  it  not  as  a  mistake  but  as  an 
opportunity  to  learn.” 

Strider  walked  her  talk  two  years  ago 
when  Universal  was  engaged  in  a  custom 
development  project  that  entailed  replac¬ 
ing  a  slice  of  its  largest  and  most  busi¬ 
ness-critical  legacy  system.  A  year — and 
thousands  of  dollars — into  the  project, 
Strider  called  it  off. 

“I  came  to  my  senses  and  realized  that 
the  project  was  not  working,”  she  said. 
“We  spent  two  and  a  half  days  going 
over  the  project  [with  hired  facilitators], 
and  I  told  the  group  what  I  had  done 
wrong — and  that  included  not  looking 
deep  enough  and  not  listening  to  those 
who  were  telling  me  there  was  some¬ 
thing  wrong.  I  told  them  I  felt  really, 
really  bad  about  it;  I  felt  very  responsible.” 


Harder  still,  Strider  brought  that  same 
honest  feedback  to  her  superiors.  “I  had 
to  stand  up  in  front  of  all  the  senior  exec¬ 
utives  of  this  company  and  tell  them  I 
made  a  mistake,”  she  says.  “They  were 
very  unhappy  with  me.  But  I  kept  my 
job,  and  they  gave  me  another  chance  to 
restart  the  project.” 

The  incident  has  become  part  of  com¬ 
pany  lore,  according  to  Spotts.  “What 
she  did  was  a  paradigm  buster  for  this 
organization,”  he  says.  “It  used  to  be 
that  it  was  always  someone  else’s  fault. 
[Taking  the  blame]  meant  she  was  one 
of  us.  She  wasn’t  our  boss.  She  wasn’t 
our  vice  president.  She  wasn’t  our  CIO.” 

The  project,  which  was  restarted  with 
a  different  vendor,  is  going  swimmingly 
now,  in  large  part  because  of  the  honest 
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appraisal  the  team  did  of  the  first  failed 
attempt,  says  Strider.  “One  of  the  agree¬ 
ments  we  had  coming  out  of  the  [first] 
project  was  that  we  would  encourage 
people  to  [flag]  problems  sooner,”  she 
says.  “If  you  can’t  get  the  person  above 
you  to  listen,  [move  up  the  management 
chain]  until  you  feel  you’ve  been  heard. 
My  part  of  that  bargain  was  that  I  would 
listen  better  this  time.” 

STRIDER’S  CANDID  APPROACH  TO 
that  failure  and  the  response  of  her 
IS  staff  have  generated  more  than 
just  good  vibes.  The  performance  im¬ 
provement  in  Spotts’  current  group 
alone  has  been  remarkable.  When  Spotts 
joined  the  team  in  1995,  the  stats  on  the 
legacy  system  was  pretty  dismal.  IS  could 
deliver  the  legacy  system  up  and  run¬ 
ning  at  the  start  of  a  workday  only  23 
percent  of  the  time.  That  meant  more 
than  75  percent  of  the  time,  when  the 
underwriting  staff  members  tried  to 
query  the  system,  they  couldn’t  process 
insurance  business. 

Spotts’  team  recently  celebrated  (with 
a  doughnut  feast)  a  full  year  of  delivering 
that  same  system — on  time,  every  day. 
The  system  was  designed  to  process  5,000 
records  in  a  single  night.  Today,  it  some¬ 
times  handles  up  to  50,000,  Spotts  says. 
How  was  it  done?  A  lot  of  cleanup  work, 
getting  rid  of  dead  code  and  refining  what 
was  there  without  damaging  the  system. 

Spotts  says  the  change  in  the  main¬ 
frame  performance  was  driven  by  changes 
in  the  way  his  team  members  viewed 
themselves,  their  work  and  their  impor¬ 
tance  to  the  company.  “In  1995,  it  was  a 
big  firefight,”  he  says.  “There  was  no  rec¬ 
ognition,  just  a  lot  of  work.  We  started 
putting  some  focus  into  what  we  were  try¬ 
ing  to  deliver,  how  we  could  get  through 
the  night  and  get  a  full  night’s  sleep.” 

The  demoralized  IS  staff  had  endured 
repeated  beatings  (both  deserved  and 
undeserved)  from  the  organization,  and 
few  people  in  the  department  could 
muster  much  optimism  or  faith  in  their 
own  skills,  Spotts  says.  “When  you  sit 
around  and  say  you’ve  never  done  any¬ 
thing  right,  it’s  pretty  hard,”  he  explains. 
“We  decided  to  start  focusing  on  some 
of  the  stuff  we  were  doing  right,  and  it 
helped  us  learn  and  grow.” 

Spotts  attributes  some  of  this  turn¬ 
around  to  Strider’s  influence  and  his  own 


adoption  of  some  of  her  tactics.  He 
schedules  a  section  in  his  staff  meetings 
that  he  calls  “temperature  readings,” 
which  include  a  segment  for  “apprecia¬ 
tions”  when  Spotts  gives  credit  to  the 
programmer  who,  for  example,  fielded 
an  emergency  maintenance  call  in  the 


evening  and  missed  bath  time  with  his 
kids  or  to  the  employee  who  pinch-hit 
on  a  deadline  project.  He  also  allows 
time  for  “complaints  with  recommen¬ 
dations,”  which  gives  people  the  oppor¬ 
tunity  to  raise  problems  and  think  con¬ 
structively  about  them. 

Strider,  who  says  she  is  thrilled  with 


the  personal  and  professional  progress 
of  her  160-member  IS  staff  in  the  four 
years  she  has  been  with  Universal,  left  in 
May  to  work  full  time  for  her  own  con¬ 
sultancy,  Strider  &  Cline,  based  in 
Kansas  City,  Mo. 

Spotts  says  she  will  be  missed.  “CIO 


in  her  case  stands  for  ‘coach  in  office,”’ 
he  says.  “Anybody  can  walk  into  her 
office  any  time  or  call  her  at  home.  A 
very  big  goal  that  I  have  for  myself  is  to 
be  able  to  do  what  she  does.”  BO 
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INDUSTRY  ANALYSIS  FROM  THE  RESEARCH  COMMUNITY 


Can  Data  Marts  Grow? 

There  are  guidelines  to  follow  and  warnings 
to  heed  when  building  a  data  mart 


BY  KEVIN  STRANGE 

WITH  THE  HYPE  surround¬ 
ing  data  marts  as  a  faster 
alternative  to  building 
a  data  warehouse  and 
with  an  increasing  num¬ 
ber  of  vendors  offering  data  mart 
products,  users  are  pushing  many  IS 
organizations  to  implement  them. 
While  they  may  seem  attractive  as  a 
data  warehouse  alternative,  enterpris¬ 
es  should  approach  them  with  much 
the  same  planning  strategies  as  they 
would  a  data  warehouse. 

A  data  mart  is  a  decentralized  sub¬ 
set  of  data  found  either  in  a  data 
warehouse  or  as  a  standalone  subset 
designed  to  support  the  unique  business 
unit  requirements  of  a  specific  decision- 
support  system.  Even  the  most  strate¬ 
gic  of  enterprises  may  end  up  with  data 
marts,  and  some  implementation  guide¬ 
lines  can  aid  in  this  process.  But  before 
building  a  data  mart,  enterprises  should 
be  aware  of  a  few  common  myths. 

The  Myths:  Data  Marts  Are  Small.  The 

industry  debate  surrounding  size  as 
the  determinant  of  whether  an  enter¬ 
prise  has  implemented  a  data  mart  or  a 
data  warehouse  is  naive.  One  defini¬ 
tion  suggests  that  a  database  of  less 
than  50GB  is  a  data  mart  and  a  data¬ 
base  of  more  than  50GB  is  a  data 
warehouse.  In  truth,  a  data  mart  fo¬ 
cuses  on  the  specific  requirements  of  a 
particular  business  function  and  main¬ 
tains  data  and  a  data  model  to  meet 
that  need.  Absolute  size  of  a  data  mart 
is  not  the  distinguishing  characteristic 
because  it  may  contain  several  hun¬ 
dred  gigabytes  of  detailed  data.  A  data 


mart  also  could  have  only  several  giga¬ 
bytes  of  summarized  data  to  meet  the 
requirements  of  an  executive  informa¬ 
tion  system-oriented  application.  The 
issue  is  that  the  data  model  of  a  data 
mart  (which  can  be  a  subset  of  a  data 
warehouse)  is  provided  specifically  to 
meet  the  known  requirements  of  the 
application. 

Data  Marts  Are  Easier  to  Build  and 
Faster  to  Deploy.  A  single  data  mart  is 
less  complex  than  a  data  warehouse 
because  it  focuses  on  a  specific  busi¬ 


ness  problem  that  needs  to  be  solved, 
but  many  complexity  issues  surround¬ 
ing  data  acquisition  do  not  go  away. 
Data  acquisition  involves  the  extrac¬ 
tion,  consolidation  and  integration  of 
data  from  the  operational  data  sources 
to  the  data  mart  or  data  warehouse. 

Most  data  marts  require  data  from 
more  than  a  single  operational  source 
and  thus  require  applications  that  can 
perform  the  data  acquisition  process 
from  multiple  operational  sources.  This 
process  takes  time  because  data  inte¬ 
gration  requires  the  same  planning  and 
administrative  efforts  as  a  data  ware¬ 
house  implementation  as  well  as  the 
need  to  model  the  data.  These  upfront 
efforts  can  cause  implementation 
efforts  to  stretch  to  an  18-month  de¬ 
ployment  time  frame. 

A  criticism  of  the  data  warehouse  is 
that  it  becomes  obsolete  before  it  is 
rolled  out  because  of  quickly  changing 
business  requirements.  However,  data 
marts  are  more  at  risk  of  becoming 


Sizing  Them  Up  Data  warehouses  versus  data  marts 


Data  Warehouse 

Data  Mart 

Scope 

■  Application-neutral 

■ 

Specific  application  requirement 

■  Centralized,  shared 

■ 

LOB,  department  or  user  area 

■  Cross  LOB/enterprise 

■ 

Business-process-oriented 

■  Architected 

■ 

Multiple  databases  with  redundant  data 

Data  Perspective 

■  Historical-detailed  data 

■ 

Detailed  (some  history) 

■  Some  summary 

■ 

Summarized 

■  Lightly  denormalized 

■ 

Highly  denormalized 

Subjects 

■  Multiple  subject  areas 

■ 

Single  subject 

■ 

Multiple  partial  subject  areas 

■ 

Operational  source  snapshot 

Data  Sources 

■  Many 

■ 

Few 

■  Operational,  external  data 

■ 

Operational,  external  data 

■ 

OLTP  database  snapshot 

■ 

"Boot  leg"  data  extract 

Implementation 

■  9-1 8  months  for  first  stage 

■ 

4-12  months 

Time  Frame 

(two  or  three  subject  areas) 

■  Multiple-stage  implementation 

Characteristics 

■  Flexible 

■ 

Restrictive 

■  Durable/strategic 

■ 

Short  life/tactical 

■  Data  oriented 

■ 

Project  orientation 

SOURCE:  GARTNER  GROUP  INC. 
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obsolete  because  they  focus  on  applica¬ 
tion-specific  requirements,  while  data 
warehouses  are  built  with  application 
neutrality.  As  is  often  the  case  with  data 
warehouses,  by  the  time  data  marts  are 
deployed,  requirements  have  changed, 
departments  have  been  reengineered  or 
functions  have  been  moved,  making  data 
marts  less  useful  than  originally  thought 
(see  “Bells  Aren’t  Ringing,”  this  page). 

Data  Marts  Easily  Can  Grow  Into 
Data  Warehouses.  In  reality,  data  marts 
with  a  focus  on  a  business-specific  re¬ 
quirement  cannot  be  scaled  easily.  They 
deliver  application-specific  data  models 
that  contain  data  elements  spanning  mul¬ 
tiple  subject  areas  and  are  modeled  to  the 
requirements  of  the  application.  But  be¬ 
cause  data  marts  are  application-specific, 
adding  supplementary  data  is  difficult 
without  first  remodeling  the  data  model. 

Also,  because  many  infrastructure 
issues  are  ignored  when  implementing  a 
data  mart,  it  is  more  difficult  to  add  to  it 
when  attempting  to  scale  up  with  a  greater 
breadth  of  data.  For  example,  a  data  mart 
is  a  quick  solution  to  a  business  problem, 
such  as  how  to  capture  sales  figures  in 
Nebraska  for  the  black  patent  leather 
pump.  To  add  additional  information 
about  that  shoe,  such  as  the  percentage  of 
new  customers  in  Idaho,  a  new  data 
model  has  to  be  created.  In  contrast,  data 
warehouses — built  in  stages,  one  or  two 
subject  areas  at  a  time — provide  applica¬ 
tion  neutrality  and  the  infrastructure  to 
grow  when  adding  additional  subject 
areas  and  applications. 

Implementation  Guidelines 

With  those  myths  dispelled,  Gartner 
Group  Inc.  recommends  some  data  mart 
guidelines  for  the  informed  executive. 

1 .  Staff  data  mart  projects  with  a  team 
separate  from  data  warehouse  projects. 
Do  not  underestimate  the  resources  need¬ 
ed  to  implement  a  data  mart.  A  common 
mistake  is  using  the  same  data  warehouse 
implementation  team  to  build  a  data 
mart.  That  team  likely  will  be  distracted 
by  the  immediate  tactical  needs  of  the 
business  area  for  which  the  data  mart  is 
being  built,  thereby  failing  to  provide  the 
emphasis  and  planning  needed  for  the 
data  warehouse  architecture.  With  sepa¬ 
rate  implementation  teams,  the  work 
from  the  data  mart  team  can  be  used  for 


Bells  Aren't  Ringing 

A  telecommunications  company 
puts  a  data  mart  to  the  test 

o  support  new  marketing  packages 
around  different  uses  of  customer  call 
patterns,  one  line  of  business  (LOB)  for  a 
large  telecommunications  company  built  a 
data  martthatcontainsa  narrow  set  of  call 
detail  records  for  a  particular  set  of  cus¬ 
tomers.  Even  though  only  a  narrow  set  of 
call  detail  records,  this  database  contains 
more  than  200GB  of  data. 

The  data  mart  took  1 8  months  to  roll  out 

the  data  warehouse  at  a  considerable  sav¬ 
ing  of  resources. 

2.  Apply  a  data  mart  planning  effort 
for  the  data  warehouse  project.  The 

best  approach  to  data  mart  implementa¬ 
tion  is  to  satisfy  the  requirements  of  the 
business  area  while  targeting  the  plan¬ 
ning  and  implementation  effort  toward 
the  strategic  goals  of  the  data  warehouse. 
Many  vendors  of  data  mart  solutions 
(for  example,  Informatica  Corp.  with  its 
PowerMart  suite)  say  such  implementa¬ 
tions  are  easy  and  avoid  discussion  of  the 
more  arduous  tasks  of  data  investi¬ 
gation,  integration  and  transforma¬ 
tion — processes  that  are  required  for 
data  marts  or  data  warehouses. 

The  data  mart  project  leader  should 
coordinate  and  communicate  with  the 
data  warehouse  team  leader  to  avoid 
redundant  data  investigation  efforts.  The 
information  gathered  from  this  activity 
should  be  put  in  a  repository  of  informa¬ 
tion  about  the  data  contained  in  the  data 
warehouse,  as  should  the  source  of  that 
data  and  the  transformations  or  deriva¬ 
tions  that  may  have  been  performed  to 
create  the  data  elements. 

3.  Be  sensitive  to  business  areas 
with  the  most  urgent  need  for  a  tac¬ 
tical  solution.  With  pressure  from  busi¬ 
ness  users  to  obtain  critical  business  data, 
enterprises  must  determine  which  areas 
have  the  most  urgent  need  for  a  data 
mart.  This  process  can  be  expedited  by 
analyzing  the  data  to  be  used  and  select¬ 
ing  business  areas  with  overlapping  data 
requirements,  consequently  reducing  the 
amount  of  data  investigation  and  deploy¬ 
ment  time  required.  To  minimize  the 
resources  dedicated  to  numerous  data 
mart  projects,  management  must  prior¬ 
itize  the  projects. 

4.  Limit  the  number  of  data  sources 
to  three.  Data  acquisition  is  the  most 
complex  aspect  of  any  data  mart  or  data 
warehouse  implementation.  For  some 


and  does  not  contain  other  business  data 
relevant  to  the  customers.  But  before  de¬ 
ploying  the  data  mart,  the  telecommunica¬ 
tions  company  had  undergone  a  reengi¬ 
neering  effort  and  merged  this  LOB  with 
another  LOB.  Having  too  much  invested  in 
the  data  mart  deployment  to  stop  and 
change  the  scope  of  the  project,  the  com¬ 
pany  proceeded  and  the  data  mart  was  cre¬ 
ated  with  limited  usefulness  for  the  newly 
merged  LOB.  This  organization  is  now 
reengineering  the  data  mart  to  support  the 
additional  functions  required.  Data  marts 
aren't  always  flexible.  -K.  Strange 

enterprises,  only  one  or  two  relational 
databases  serve  as  the  data  source.  How¬ 
ever,  because  the  average  IS  department 
supports  five  to  eight  data  management 
technologies  and  30  to  50  data  stores,  the 
data  acquisition  and  integration  com¬ 
plexities  quickly  can  become  too  much 
for  most  data  mart  products  to  handle  ef¬ 
ficiently.  If  a  data  mart  implementation 
deemed  to  be  critical  requires  data  from 
more  than  three  sources,  the  added  time 
and  resources  needed  to  build  the  data 
acquisition  process  may  be  better  applied 
to  a  different  data  mart  opportunity.  The 
alternative  to  building  a  new  data  mart  is 
to  restrict  the  number  of  sources  and  de¬ 
ploy  a  data  mart  of  limited  usability. 

5.  Define  a  policy  to  prevent  data 
mart  proliferation.  Each  data  mart  im¬ 
plementation  brings  additional  data  ac¬ 
quisition  processes  that  must  be  built  and 
maintained,  which  increases  deploy¬ 
ment,  maintenance  and  administration 
costs.  What  would  have  been  a  subproj¬ 
ect  of  operational  system  maintenance 
now  becomes  more  complex,  with  multi¬ 
ple  acquisition  processes  to  modify  each 
time  an  operational  system  change  oc¬ 
curs.  Enterprises  should  therefore  enact 
policies  to  prevent  the  proliferation  of  da¬ 
ta  marts  and  require  that  the  data  ware¬ 
house,  once  implemented,  be  used  as  the 
source  of  data  for  data  marts. 

Data  marts  can  provide  business 
areas  with  an  application-specific 
resource  and  data  model  to  aid  in 
decision  making.  Using  the  guidelines 
in  this  column,  enterprises  can  provide 
fast  data  mart  solutions  to  areas  in 
need  while  advancing  efforts  toward 
building  a  strategic  data  warehouse 
architecture.  HE] 


Kevin  Strange,  research  director  at 
Gartner  Group's  Strategic  Data  Man¬ 
agement  Service,  can  be  reached  at 
203  964-0096. 
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TO  DO  more: 


Today  everyone  is  taking  advantage 
of  how  easy  it  is  to  take  their 
stuff  on  the  road,  back  it  up,  or 
expand  it — 100MB  at  a  time. 


THE  NEW  STANDARD  FOR 
REMOVABLE  STORAGE. 

Over  6  million  Zip  drives  have 
been  sold.  From  Power  Computing 
to  NEC  to  Micron,  OEMs  everywhere 
are  adding  Zip  drives,  the  new 
standard  for  removable  storage, 
to  their  PCs.  Shouldn't  you? 
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Leading  companies  are  already 
enjoying  the  benefits  of  the  Zip 
standard.  Nike?  McDonnell  Douglas? 
Motorola?  Pacific  Bell?  and  Lockheed 
Martin®  are  just  a  few  of  the  biggies. 

Visit  us  at: 

www.iomega.com/product/zip 


NOT  TO  MENTION  AN  EASIER  LIFE  FOR  YOU.  And  that's  exactly  what  you  get  when 
you  deliver  PCs  with  built-in  100MB  Zip™  drives.  You  see,  an  internal  Zip  drive  helps  extend  the  life  of  every 
PC  so  you  get  the  most  out  of  your  PC  investment.  It  lets  your  users  store,  share,  or  back  up  all  their  stuff. 
And,  since  Zip  drives  are  now  ATAPI  configured,  they're  a  low-cost,  widely  compatible  solution  that  requires 
little  or  no  support  from  you.  Now  that's  something  you'll  really  appreciate.  Order  built-in  ATAPI  Zip  drives 
from  your  VAR  today. 

BECAUSE  IT’S  YOUR  STUFF." 
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Backed  by  20  years  of  travel  management  technology. 

You  know  the  drill.  You're  asked  to  install  a  software  package  into  your  company’s  existing  infrastructure  that 
will  make  life  easier  for  everyone  in  the  company.  The  problem  is,  if  something  goes  wrong,  you’re  the  one  who 
never  hears  the  end  of  it. 

Well;  take  heart.  With  SABRE  Business  Travel  Solutions™  (SABRE  BTSSM)  you  can  help  your  company  reduce  its 
travel  management  costs  with  a  comprehensive  software  suite  that  can  be  easily  implemented  across  your  entire 
corporate  enterprise.  And  it’s  easy  for  you  to  maintain  and  upgrade. 

SABRE  BTS  works  with  Microsoft®  Windows®  95,  Windows  NT™,  Intranets  and  Lotus  Notes.  It’s  backed  by  IBM, 
Digital,  Netscape®  and  Lotus.  And  it’s  also  supported  by  leading  travel  agencies  throughout  the  world. 


SABRE  Business  Travel  Solutions,  SABRE  BTS  and  the  SABRE  logo  are  service  marks  of  an  affiliate  of  The  SABRE  Group.  Inc.  Microsoft  and  Windows  are  registered  trademarks,  and  Windows  NT  is  a  trademark,  of  Microsoft 


This  combined  knowledge  and  insight  has  made  it  possible  for  SABRE  BTS  to 
track  every  travel  dollar.  It  consolidates  all  travel  management,  transactions  and 
expense  data  into  one  powerful  database  system.  And  what’s  more,  in  independent 
studies,  corporate  test  sites  that  installed  SABRE  BTS  averaged  overall  travel 
management  savings  of  more  than  30%. 

So,  to  make  a  recommendation  that  will  improve  your  company’s  travel  manage¬ 
ment  bottom  line  without  complicating  your  life,  consider  the  company  that 
invented  travel  reservation  processing  and  last  year  handled  more  than  $40  billion 
in  global  travel  commerce.  For  more  information,  call  1-888-SABRE  BTS  (722-7328). 
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A  roundtable  discussion 
about  the  roles ,  challenges 
and  early  successes  of  the 
federal  government’s 
newly  appointed  CIOs 

BY  TOM  FIELD 


It  happened  last  August, 

barely  three  weeks  after  the  enactment 
of  the  Information  Technology  Man¬ 
agement  Reform  Act  (ITMRA,  whose 
name  was  later  changed  to  the  Clinger- 
Cohen  Act),  which  forced  federal  agen¬ 
cies  to  appoint  CIOs  to  manage  the  gov¬ 
ernment’s  IT  investment.  Alan  Balutis, 
deputy  CIO  of  the  Department  of  Com¬ 
merce,  walked  into  a  meeting  of  non-IT 
officials  who  couldn’t  wait  to  ask,  “So 
what’s  changed?”  He  just  shook  his 
head  and  laughed. 

Nearly  a  year  later,  there  are  no  big,  gov¬ 
ernmentwide  triumphs  attributed  to 
Clinger-Cohcn.  But  there  have  been  small¬ 
er  successes  at  individual  agencies,  where 
new  procurement,  software  and  training 
standards  are  being  implemented.  And 
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ALMOST  A  YEAR  AGO,  CONGRESS  ENACTED 
legislation  requiring  every  federal  agency 
to  appoint  a  CIO.  A  presidential  executive 
order  created  the  CIO  Council  to  facilitate 
communication  among  those  senior-level 
executives.  In  this  roundtable  discussion, 
three  of  those  federally  appointed  CIOs  and 
a  representative  of  the  agency  charged  with 
overseeing  them  will  discuss: 

►  Their  challenges 

►  The  similarities  between  the  public 
and  private  sectors 

►  The  role  of  the  CIO  Council 


Reader 


AlanP.Balutis 

Deputy  CIO,  Department  of  Commerce; 
CIO  Council  Outreach  Committee 
chairman 

The  Department  of  Commerce 
reported  2,608  full-time  IT  employees 
and  an  IT  budget  of  $1.9  billion  for 
fiscal  1997.  Projections  for  fiscal  1998 
are  2,663  IT  employees  and  an  IT 
budget  of  about  $2  billion. 

Marvin  i.  Langston 

Acting  CIO,  Department  of  the  Navy; 

CIO  Council  member 

For  fiscal  1 997,  the  Department  of  the 
Navy  reported  12,821  work  years,  a 
measurement  almost  equivalent  to  the 
number  of  full-time  IT  employees,  and 
an  IT  budget  of  $2.1  billion.  For  fiscal 
1 998, 1 2,578  work  years  and  an  IT 
budget  of  $2.1  billion  are  expected. 

Sally  Katzen 

Administrator,  the  Office  of  Information 
and  Regulatory  Affairs  at  the  Office  of 
Management  and  Budget  (OMB) 

Katzen  is  charged  with  overseeing  the 
implementation  of  the  Clinger-Cohen 
Act.  She  has  been  called  the  virtual  CIO 
of  the  executive  branch  by  some  and  is 
an  ex  officio  member  of  the  CIO 
Council. 

Alvin  M.  Pesachowitz 

CIO,  Environmental  Protection  Agency 
(EPA);  CIO  Council  vice  chairman 

For  fiscal  1 997,  the  EPA  reported 
1,313.2  work  years  and  an  IT  budget  of 
$463.4  million.  About  1 ,430  work  years 
and  an  IT  budget  of  $469.6  million  are 
projected  for  fiscal  1998. 
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within  the  new  CIO  Council  (composed  of  CIOs 
and  deputy  CIOs  of  executive  agencies),  estab¬ 
lished  by  an  executive  order  to  be  the  principal 
interagency  IT  forum,  CIOs  have  tackled  such 
common  issues  as  year  2000  compliance,  perfor¬ 
mance  metrics  and  IT  infrastructure. 

In  July  1996,  CIO  assembled  a  panel  of  experts 
for  a  roundtable  discussion  of  how  the  federal  CIO 
role  would  affect  delivery  of  government  services. 
This  year,  the  roundtable  featured  a  handful  of 
those  newly  appointed  CIOs,  who  discussed  their 
roles,  their  challenges  and  how  to  improve  the  way 
the  public  and  private  sectors  share  best  practices. 
Also  on  hand  was  the  appointed  administrator  of 
the  Office  of  Information  and  Regulatory  Affairs 
at  the  Office  of  Management  and  Budget  (OMB), 
which  is  charged  with  overseeing  the  implementa¬ 
tion  of  the  Clinger-Cohen  Act  and  the  executive  or¬ 
der.  The  OMB  evaluates  agency  information,  in¬ 
cluding  IT  capital  investments  and  the 
overall  effectiveness  of  the  management 
structure,  making  recommendations  for 
appropriate  changes;  notifies  agencies  if 
an  information  system  requires  outside  as¬ 
sistance;  and  provides  agen¬ 
cies  with  Clinger-Cohen  and 
executive  order  implementa¬ 
tion  guidance.  And  before  a 
CIO  can  be  hired,  the  candi¬ 
date’s  resume  must  be  sent  to 
the  OMB  for  approval. 

CIO:  What  have  been  the 
biggest  challenges  generated 
by  the  enactment  of  Clinger- 
Cohen? 

Katzen:  The  challenge  has 
been  to  make  sure  we’re 
finding  the  right  people,  that 
we’re  able  to  attract  and  re¬ 
tain  them.  Within  many  of 
the  departments,  there  is  an 
enormous  difference  in  the 
visibility  of  IT  in  the  decision-making  process. 
Before  Clinger-Cohen,  some  of  the  departments 
and  agencies  had  an  information  resources  man¬ 
agement  official  as  their  senior-most  person, 
who  was  essentially  a  techie.  I  have  a  lot  of  re¬ 
spect  for  techies,  and  I’m  not  saying  this  in  a  dis¬ 
paraging  way,  but  they  essentially  understood 
what  the  technology  did  and  were,  in  many  in¬ 
stances,  very  far  removed  from  the  program  of¬ 
fices  that  they  were  intending  to  serve.  They 
were  even  further  away  from  the  strategic  deci¬ 
sion  making  that  was  going  on  at  the  agencies 
and  had  little,  if  any,  access  to  anyone  at  a  senior 
level  in  the  department. 

One  of  the  best  parts  of  Clinger-Cohen  was  to 
enhance  the  visibility  and  stature  of  the  people 


charged  with  thinking  about  information  tech¬ 
nology  and  changing  the  nature  of  that  from  a 
pure  technical  discussion  to  a  discussion  of  busi¬ 
ness,  capital  planning  and  strategic  business  plan¬ 
ning.  A  number  of  the  people  who  we  have  in 
place  have  been  superb,  and  I  think  over  time 
we’re  going  to  hire  more  people  who  are  able  to 
contribute  in  that  respect. 

Pesachowitz:  One  challenge  is  a  loss  of  legisla¬ 
tive  stewards,  in  the  sense  that  [Rep.  William] 
Clinger  [R-Pa.]  retired  and  Sen.  [William]  Co¬ 
hen  [R-Maine]  moved  on  to  become  Secre¬ 
tary  of  Defense.  So  there  isn’t  the  same  kind  of 
ownership  on  the  Hill  that  you’d  hope  for  to 
carry  some  of  the  [goals  of  the  legislation] 
through.  I  think  the  other  part  of  the  challenge  is 
taking  this  new  chief  information  officer  and 
plunking  that  person  into  an  established  admin¬ 
istrative  management  and  programmatic 
bureaucracy,  and  asking  him  or  her  to 
bring  about  some  of  the  changes  we’ve 
talked  about. 

[Clinger-Cohen]  has  moved  us  a  little 
bit  closer,  particularly  in  the  IT  invest¬ 
ment  area,  to  how  we  believe 
the  private  sector  handles  its 
IT  investments.  For  example, 
if  you’re  in  the  private  sector, 
you  have  to  justify  those 
expenditures  based  on  the  bot¬ 
tom  line.  We  in  the  federal 
government  have  a  goals  bot¬ 
tom  line,  and  that’s  difficult 
sometimes  to  measure.  But  I 
think  [Clinger-Cohen]  moved 
us  into  that  area  of  evaluating 
the  IT  investment. 

As  we  move  ahead  in  terms 
of  the  IT  investment  strategy, 
one  of  the  big  challenges  is  to 
get  our  program  officials  to 
understand  capital  investment 
and  planning.  I  think  that’s 
different  from  on  the  Department  of  Defense  side, 
where  they’ve  done  more  of  that  over  the  years. 
We  don’t  have  that  type  of  historic  approach  to 
making  those  kinds  of  evaluations.  And  to  put  that 
discipline  in  place  at  the  program  level — where 
people  know  how  these  systems  are  going  to 
impact  their  mission — and  to  get  people  to  address 
that  fully  is  going  to  be  a  challenge  over  the  next 
year  or  two. 

CIO:  To  what  extent  do  you  measure  your 
work  against  that  of  your  private  sector  coun¬ 
terparts? 

Langston:  I  look  at  corporations  or  commer¬ 
cial  operations  to  find  out  how  they  run  their 
IT  functions  and  what  their  operations  look  at 


“We  have  to  develop 
some  case  studies  and 
some  best  practices, 
drawing  from  success 
stories — just  to  prove 
that  ‘governmental 
excellence ’  isn’t  an 
oxymoron.  ” 
-Alan  Balutis 
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The  Eudora  WorldMail™  Server  is  ideal 
for  small-  to  medium-sized  businesses. 
Built  on  Internet-based  IMAP4  and 
POP3  messaging  standards,  Eudora 
WorldMail  bypasses  expensive,  tan¬ 
gled  gateways  to  securely  send  your 
messages,  including  attachments, 
wherever  you  want  them  to  go.  It 
gives  you  centralized  desktop  setup, 
administration,  and  maintenance. 

And  it’s  easy  to  use— even  for  users. 
WorldMail  Server’s  scalability  also 
ensures  that  you’ll  have  enhanced 
communication  across  your  organ¬ 
ization  tomorrow  as  well  as  today. 

But  don’t  take  our  word  for  it.  Call  us 
at  1-800-2-EUDORA,  ext.  29727;  email 
us  at  eudora-sales1cio@eudora.com; 
or  just  visit  our  Web  site  today  at 
www.eudora.com/1cio  to  download 
your  45-day  free  trial  copy  of  Eudora 
WorldMail  Server.  There’s  no  cost 
and  no  obligation. 

Get  in  on  the  Eudora  WorldMail  free 
trial  offer  today.  Once  you  get  a  taste 
of  it,  you’ll  want  it  to  be  your  email 
server  every  day. 


You  thought  it  disappeared  with  the 
1 0  cent  coffee.  Or  that  it  never  existed 
in  the  first  place.  Well,  Eudora®  is  here 
to  tell  you  that  you  can  get  something 
for  nothing.  We  invite  you  to  try 
WorldMail™  Server— from  Eudora,  the 
ones  who  brought  you  the  world’s  num¬ 
ber  one  client  email— free  for  45  days. 


Get  It  While  It’s  Hot. 


Try  Eudora  WorldMail  Server 
for  45  days  at  no  cost  and 
no  obligation. 


Visit  www.eudora.com/1cio 

for  your  free  Eudora  WorldMail 
Server  download. 


At  last, 
a  free  lunch. 
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and  compare  that  with  what  we’re  thinking 
about  doing  in  my  department. 

I  had  an  interesting  discussion  recently  with 
someone  who  works  with  the  IBM  Corp.  CIO. 
The  IBM  folks  represent  a  corporation  of  about 
$72  billion  a  year,  and  part  of  what  I  was  inter¬ 
ested  in  was  how  they  were  implementing  their 
CIO  functions,  how  big  was  the  organization 
staff,  etc.  In  the  Navy  [Department’s]  case,  we’re 
an  organization  of  about  $75  billion  a  year. 

[IBM  has]  taken  a  very  centralized  and  fairly  dog¬ 
matic  approach  to  what  [IS  is]  allowed  to  do.  We — 
practically  the  same  size  corporation — do  not  have 
nearly  the  ability  to  do  that,  and  so  we’re  organiz¬ 
ing  a  very  small  CIO  staff  on  the  order  of  about  40 
people,  with  the  intention  that  I  don’t  want  to  cen¬ 
tralize  inside  the  staff  the  ability  to  create  that  pol¬ 
icy.  In  fact,  we’re  setting  up  a  voting  body  of  about 
45  people  to  represent  the  entire  department.  It  will 
be  a  board  of  representatives  for  CIO  pol¬ 
icy  so  that  we  can  decentralize  and  get  the 
stakeholders  buying  in  on  a  [central]  pol¬ 
icy  and  standards. 

Katzen:  A  central  tenet  of  this  ad¬ 
ministration  has  been  to  look  to 
and  work  with  the  private  sector. 

One  of  the  first  projects 
we  undertook  at  the 
OMB  was  developing  an 
IT-to-investments  strat¬ 
egy  that  drew  heavily 
on  the  General  Account¬ 
ing  Office’s  best  practices 
manual,  which  was  the 
result  of  extensive  in¬ 
terviews  and  surveys  of 
private  sector  practices, 
discerning  those  that 
worked  and  then  using 
them  either  as  guidelines 
or  benchmarks  for  the 
government  (see  “IT  Re¬ 
former,”  Page  48). 

There  are  many  areas 
in  which  there  are  strong 
similarities  [with  our  pri¬ 
vate  sector  counterparts],  and  we  can  draw  on 
their  experiences.  I  often  say  we  don’t  know  all 
the  questions,  let  alone  all  the  answers,  and  should 
not  reinvent  the  wheel  but  rather  borrow  liberal¬ 
ly  and  judiciously  from  those  who  have  struggled 
with  these  issues  in  other  contexts. 

Balutis:  O  ne  of  the  things  we’re  trying  to  do 
through  the  Outreach  Committee  is  to  link 
public  and  private  sector  CIOs  to  talk  about 
common  issues  and  problems  and  look  at  how 
they  solve  similar  problems  and  what  kind  of 
processes  they  go  through  to  make  the  decision 
to  outsource  or  retain  a  function. 


From  the  experience  I’ve  had  at  conferences 
that  brought  together  public  and  private  sector 
CIOs,  [I’ve  found)  they  don’t  [solve  IT  problems] 
any  better  than  [the  public  sector]  does.  They  have 
their  own  share  of  runaway  systems,  and  I’m  sure 
they’ve  demonstrated  what  a  difference  technol¬ 
ogy  has  made  in  their  businesses. 

CIO:  Let’s  reverse  the  question:  What  can  private 
sector  CIOs  learn  from  you? 

Balutis:  Humility  (laughter). 

Katzen:  Studies  have  shown  that  the  failure 
rate  of  systems — if  I  can  use  such  a  harsh 
term — is  as  high  in  the  private  sector  as  it  is  in 
the  federal  sector.  Similarly,  with  the  year  2000 
conversion,  for  the  most  part,  the  federal  gov¬ 
ernment  is  ahead  of  the  private  sector,  both  in 
terms  of  awareness  and  in  beginning  to  solve 
the  problem.  I  think  some  of  the  major  corpo¬ 
rations  are  aware  of  the  issue,  but  I  think  we 
have  done  a  very  effective  job  in  awareness  at 
every  level,  including  the  technical  peo¬ 
ple,  those  who  have  responsibility  for 
maintaining  and  operating  the  systems 
and  the  secretaries  of  the  departments. 
Balutis:  One  of  the  things  I  often  find  in 
talking  to  my  colleagues  is  that 
because  we  are  so  used  to  being 
criticized  by  the  GAO,  the  In¬ 
spector  General  or  Congress, 
with  so  much  of  the  spotlight 
focusing  on  the  failures,  we  real¬ 
ly  have  developed  our  own  kind 
of  tremendous  inferiority  com¬ 
plex,  where  we’re  almost  afraid 
to  talk  about  things  we  do  well. 
It’s  like  we  walk  around  in  some 
flagellation  ceremony  going, 
“We’re  not  worthy;  we’re  not 
worthy!”  That  is  why  we  have 
to  develop  some  case  studies 
and  some  best  practices,  draw¬ 
ing  from  success  stories — just  to 
prove  that  “governmental  excel¬ 
lence”  isn’t  an  oxymoron. 

The  private  sector  could  look 
at  what  we’re  doing  in  education  and  training. 
The  CIO  Council’s  Education  and  Training 
Committee,  which  is  headed  by  Eliza 
McClenaghan,  the  CIO  of  the  State  Department, 
has  done  a  wonderful  job  in  laying  out  some  of 
the  core  competencies  to  train  the  next  generation 
of  IT  leaders.  I  think  we’ve  put  a  lot  more  thought 
into  the  issue  of  training  and  developing  the  next 
generation  of  leadership  than  I’ve  seen  in  the  pri¬ 
vate  sector. 

CIO:  Clinger-Cohen  asked  for  an  improved, 
governmentwide  IT  architecture  that  would 


“With  the  year  2000 
conversion,  for  the 
most  part,  the  federal 
government  is  ahead 
of  the  private  sector, 
both  in  terms  of 
awareness  and  in 
beginning  to  solve  the 
problem.  ” 

-Sally  Katzen 
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Real  savings  on  printing  are 
right  under  your  nose. 


Introducing  network  laser  printers  designed  to  reduce 
printing  costs  —  the  new  Lexmark  Optra  S  series. 
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create  a  more  homogeneous  communications 
platform  to  improve  interagency  communica¬ 
tion.  How  have  you  addressed  that  issue? 
Langston:  The  good  news  about  archi¬ 
tectural  standards  is  that  the  industry 
has  moved  itself  toward  open  systems 
standards  that  are  in  many  respects  be¬ 
coming  de  facto  standards. 

In  the  Navy  Department,  the  power  of 
the  PC  level  and  commodity 
level  of  computers  is  getting  so 
great  that  we’re  moving  many 
of  the  functions  we  had  on 
larger  workstations  on  our 
mainframe  computers  down 
to  the  PC  [level]  client/server 
architecture  model.  And  of 
course  we’re  very  interested  in 
what’s  happening  with  net¬ 
work  computers  and  Java, 
which  [are  hoped  to  make]  the 
cost  of  ownership  continue  to 
decrease.  And  we’re  very  inter¬ 
ested  in  architecture  elements 
that  allow  us  to  centralize  con¬ 
trol  of  the  network  so  that  we 
can  serve  many  more  clients  on 
a  smaller  operating  structure. 

So  the  architecture  inter¬ 
operability  issue,  which  is  the  primary  issue,  is  of 
lesser  concern  because  we  can  pretty  much  get 
interoperable  with  the  basic  e-mail  standards  and 
have  the  ability  to  move  documents  in  e-mail  for¬ 
mats  as  attachments.  What  we  have  to  get  into  are 
these  policy  statements  or  policy  structures  that 
allow  us  to  work  on  issues  such  as,  “How  much 
are  we  going  to  use  Java  or  network  computers?” 
Pesachowitz:  I  think  [the  governmentwide  in¬ 
frastructure]  is  both  an  opportunity  and  a  chal¬ 
lenge  that  each  of  the  CIOs,  and  hopefully  the 
CIO  Council,  will  address.  We  have  to  make 
substantial  progress  in  sharing  information 
and  making  government  much  more  of  a  one- 
stop  shop  for  the  information  concerning  bene¬ 
fits,  law  enforcement,  environment,  commerce 
and  finance. 


For  More  Information 


"Chief  Information  Officers  Council  Strategic 
Planning  Update,  a  Six-Month  Progress  Report" 

www.cio.fed.gov 

"Meet  the  CIOs,"  sponsored  by  Government 
Executive  magazine 

www.govexec.com/tech/articles/0397cio.htm 

CIO's  "Government  Resource  Center" 

www.  cio.  com/CIO/rc_govt.  h  tml 


CIO:  Since  establishing  the  CIO  Council  last 
fall,  you’ve  set  some  broad  objectives  and  char¬ 
tered  five  subcommittees  to  examine  capital 
planning  and  investment,  education  and 
training,  interoperability,  outreach 
and  year  2000  conversion.  What  is 
the  council’s  ongoing  role? 

Katzen:  There  are  several  different 
levels  of  expectation  and,  I  hope,  real¬ 
ization  [that  the  CIOs  are 
expected  to  interact  in  a 
certain  fashion  on  the  coun¬ 
cil].  One  is  the  mutual  rein¬ 
forcement  of  the  importance 
of  what  the  CIOs  are  doing, 
through  the  sharing  of  expe¬ 
riences,  and  I  think  that  that 
has  already  begun  to  hap¬ 
pen.  I  know  when  I  go  to 
the  CIO  Council  meetings 
now,  there  are  more  sidebar 
conversations;  I  hear  a  lot 
of,  “I  agree  with,”  “where 
did  you  learn”  and  “how 
did  you  do”  questions  that 
suggest  the  support  system 
is  working. 

Building  on  the  good  rela¬ 
tions  that  are  being  estab¬ 
lished  and  the  mutual  respect  that  is  developing, 
[the  council]  will  find  that  it  is  a  group  of  people 
who  may  take  off  their  departmental  hats  and  talk 
to  one  another  as  strategic  thinkers,  as  informa¬ 
tion  technology  experts,  as  people  committed  to 
a  common  objective.  And  when  agency  hats  are 
removed,  barriers  come  down  and  ideas  flourish. 
Pesachowitz:  The  CIO  Council  can  offer  more 
consolidated  input  to  federal  government  IT 
policy.  We’re  bringing  up  these  policies  in  this 
forum  to  be  discussed,  to  be  debated,  to  work 
back  and  forth.  We  will  provide  the  council’s 
input  to  the  OMB  as  the  policy  moves  forward. 

The  second  piece,  and  although  we’re  not  quite 
there  yet,  will  be  to  create  even  more  of  a  strategic 
vision  as  to  where  IT  information  should  go  in  the 
federal  government.  I  think  we’ll  start  to  address 
that  as  we  move  into  the  second  and  third  years  of 
the  CIO  Council.  I’m  going  to  call  a  meeting  to 
discuss  with  the  subcommittee  chairs  the  vision 
for  the  council.  Although  we  have  Clinger-Cohen 
and  the  executive  order  offers  clear  direction,  we 
want  to  look  further  into  the  future  to  ask,  “How 
can  we  help  deliver  good,  efficient  information 
management  to  the  federal  government  and,  more 
importantly,  to  the  public?”  Because  that’s  who 
we  deliver  our  mission  to.  BE! 


Staff  Writer  Tom  Field  can  be  reached  via 
e-mail  at  tfield@cio.com. 


“As  we  move  ahead  in 
terms  of  the  IT 
investment  strategy, 
one  of  the  big 
challenges  is  to  get  our 
program  officials  to 
understand  capital 
investment  and 
planning. " 

-Alvin  Pesachowitz 
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THINKING  about  implementing  a  Decision  Support  System? 
Sequent® can  take  you  through  a  proven,  highly  productive  process 
that  defines  your  business  requirements  and  builds  a  system 
that  meets  them. 

Sequent  is  the  world  leader  in  high-end  open  systems,  with 
more  than  8,000  installations.  Recently,  Sequent  announced 
NUMA-Q™  2000,  a  robust,  scalable  architecture  designed  for  the 
open  data  center.  And  Sequent  is  the  recognized  pioneer  of  Decision 
Support  and  Data  Warehousing  in  the  open  systems  environment. 


Now  Sequent  has  distilled  14  years  of  experience  supporting 
customer  success  into  a  portfolio  of  hardware,  software  and 
services  called  Decision  Advantage.™  Combining  the  right  mix  of 
people,  processes,  partners,  platforms  and  proof,  Sequent  Decision 
Advantage  moves  your  company  from  a  blank  piece  of  paper  to 
a  production  data  warehouse  in  as  few  as  three  months. 

Give  your  company  the  competitive  advantage  it  deserves. 
Call  Sequent  today  for  more  information  about  Decision  Advantage: 
1-800-257-9044  or  503-626-5700,  or  visit  www.sequent.com 


Sequent  Computer  Systems,  Inc.  Beaverton,  OR 

©1997  SEQUENT  COMPUTER  SYSTEMS,  INC.  ALL  RIGHTS  RESERVED.  SEQUENT  IS  A  REGISTERED  TRADEMARK 

and  decision  Advantage  and  numa-q  are  trademarks  of  sequent  computer  systems,  inc. 


INTERVIEW:  FEDERAL  I.S.  INVESTMENT 


Chris  Hoenig  may  not  come  across  as  a  watchdog, 

but  he’s  guarding  your  IT  assets  in  Washington.  As  director  of  the  Information  Management  and 
Technology  Issues  at  the  U.S.  General  Accounting  Office  (GAO),  it’s  his  job  to  make  sure  the  $26 
billion  that  the  federal  government  spends  on  IT  annually  is  invested  wisely.  If  it  isn’t,  as  has  been 
the  case  on  more  than  one  occasion,  he  makes  sure  you  and  Congress  know.  But  Hoenig  seems 
more  interested  in  coaching  and  teaching  than  in  finding  fault.  Over  the  past  few  years,  he’s 


researched  leading  organizations 
around  the  country  and  analyzed 
individual  federal  agencies  to  cre¬ 
ate  a  number  of  GAO  reports  on 
IT  best  practices  and  desirable 
CIO  skills.  The  former  McKinsey 
&  Co.  IT  consultant  and  Yale 
and  Cambridge  grad  currently  is 
writing  a  book  on  those  subjects 
from  the  private  and  public  sec¬ 
tor  perspectives.  Hoenig,  a  CIO 
Advisory  Board  member,  spoke 
with  CIO  Managing  Editor 
Richard  Pastore  earlier  this  year  about  the  state  of 
federal  IT  management  and  investment  and  the 
progress  made  since  the  enactment  of  federal  IT 
reforms.  (To  learn  how  the  new  CIOs  have  fared, 
see  “Administrative  Progress  Report,”  Page  40.) 

CIO:  What  are  your  day-to-day  responsibilities 
at  the  GAO? 

Hoenig:  My  basic  responsibility  is  to  work  with 
Congress  and  the  federal  agencies  to  identify 
and  put  in  place  processes  that  will  maximize 
return  and  minimize  risk  of  the  public’s  tech¬ 
nology  investment.  On  a  given  day,  I  may  testi¬ 
fy  before  Congress,  consult  with  agency  leaders 
on  IT  practices  or  contribute  to  GAO  reports 
on  IT  best  practices. 


CIO:  Because  the  GAO  acts  as 
the  public’s  IT  guardian,  do 
you  get  negative  reactions 
from  the  people  you  visit  at 
the  federal  agencies? 

Hoenig:  Typically  people  are, 
at  the  very  least,  ambivalent 
when  the  GAO  comes  around. 
They  have  good  and  not-so- 
good  reasons  to  feel  that  way. 
The  good  reason  is  that  it’s  a 
challenge  to  have  an  outside 
organization  come  in  and 
question  what  you’re  doing  when  you’re  work¬ 
ing  so  hard  to  try  to  do  it.  The  not-so-good  rea¬ 
son  is  that  many  federal  agencies  are  unjustifi¬ 
ably  afraid  of  outside  scrutiny  and  don’t 
recognize  how  much  it  could  strengthen  opera¬ 
tions.  And  the  bad  reason  is  that  sometimes 
there  are  real  problems  that  some  people  don’t 
want  exposed. 

CIO:  What’s  ultimately  at  stake,  besides  the  bil¬ 
lions  of  dollars  that  may  be  wasted? 

Hoenig:  The  concern  is  that  there  is  such  a  huge 
gap  between  public  demands  for  service  and 
what  agencies  can  actually  deliver.  If  we  can’t 
figure  out  how  to  get  high  returns  on  IT  invest¬ 
ments  in  terms  of  improved  cost  and  quality, 


He’s  a  man  with 
a  mission:  keeping 
tabs  on  how 
the  government 
handles  its 
IT  investments. 
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Chris  Hoenig 

U.S.  General  Accounting  Office 


Federal  agencies  deserve  a 
C-minus  for  their  manage¬ 
ment  of  IT  investments,  says 
the  GAO  director  of  Infor¬ 
mation  Management  and 
Technology  Issues. 


INTERVIEW:  FEDERAL  I.S.  INVESTMENT 


then  over  time  we  risk  the  public  trust  in — 
and  the  sense  of  legitimacy  of — gov¬ 
ernment  as  a  service-delivery  organi¬ 
zation. 

CIO:  In  August  1996,  the  Clinger-Co- 
hen  Act  was  formally  adopt¬ 
ed  by  Congress,  requiring  ev¬ 
ery  major  federal  agency  to 
appoint  a  CIO  who  would  re¬ 
port  to  the  agency  head  and 
spend  all  of  his  or  her  time  on 
IT  management.  How  do  you 
see  the  agencies’  progress  in 
fulfilling  the  Clinger-Cohen 
Act’s  requirements? 

Hoenig:  We’re  a  little  further 
ahead  of  where  I  thought 
we’d  be.  By  the  election  in 
November  1996,  there  were 
CIOs  in  place  at  all  the  agen¬ 
cies.  However,  many  are  in  a 
watch-and-wait  category  because  their  qualifica¬ 
tions  are  somewhat  questionable  or  the  report¬ 
ing  structure  is  not  necessarily  appropriate. 
From  the  White  House’s  perspective,  they  are 
considered  acting  CIOs.  Part  of  the  problem  is  a 
lot  of  the  organizations  want  their  CFOs  to  also 
be  their  CIOs.  The  Office  of  Management  and 
Budget  has  let  [the  agencies]  do  that  on  the  con¬ 
dition  that  they  show  they  can  get  all  of  their  IT 
issues  under  control. 

CIO:  What  grade  would  you  give  the  govern¬ 
ment  as  a  whole  for  its  current  management  of 
IT  capital  investment? 

Hoenig:  If  I  had  to  give  a  grade,  I’d  give  the  gov¬ 
ernment  a  C-minus,  or  even  a  D-plus. 

CIO:  What  individual  agencies  come  closest  to 
receiving  an  A? 

Hoenig:  We  don’t  have  an  A  yet,  but  we  have  Bs 
and  B-pluses.  The  U.S.  Coast  Guard  is  one  of  the 
best  we’ve  seen  in  government  [see  “CIO  Search 
and  Rescue,”  CIO,  Dec.  1,  1995].  They’ve  been 
working  for  three  years  to  put  in  place  best  prac¬ 
tices  in  investment  management.  The  most  inter¬ 
esting  thing  about  the  Coast  Guard’s  implemen¬ 
tation  is  not  just  that  they’ve  been  very  open  and 
willing  to  learn  from  everybody,  including  the 
private  sector,  but  they’ve  taken  account  of  inter¬ 
nal  political  factors  openly  and  explicitly  in  their 
investment  criteria.  When  you’ve  got  a  lot  of 
your  internal  people  competing  for  a  scarce  re¬ 
source  like  IT,  part  of  the  political  reality  is  that 
everybody  has  got  to  get  something.  They  talk 
about  political  factors  openly  rather  than  have 
them  happen  under  the  table.  If  something  is 
hidden,  it  will  almost  always  drive  the  process. 


By  flushing  it  out,  [the  Coast  Guard]  can 
chip  away  at  it  and  actually  decrease  the 
amount  of  political  influence  and  in¬ 
crease  the  amount  of  rationality  in  their 
investment  decision  making. 

CIO:  How  do  you  define  ratio¬ 
nal  and  irrational  IT  invest¬ 
ment? 

Hoenig:  The  rational  approach 
is  to  spend  small  amounts  of 
money  and  regularly  ask  what 
you’re  getting  in  return  for  it. 
Irrational  is  when  year  after 
year,  you  spend  hundreds  of 
millions  of  dollars,  but  you  nev¬ 
er  really  measure  what  you’re 
getting  for  it.  The  Coast  Guard 
is  an  example  of  the  former, 
and  the  IRS  is  an  example  of 
the  latter. 

CIO:  How  are  you  and  the  GAO  helping  agen¬ 
cies  improve  their  management  of  IT  assets? 
Hoenig:  We’re  putting  our  own  public  resources 
into  defining  success  and  trying  to  distill  [the 
meaning]  so  that  agencies  can  learn  from  it. 
They  were  skeptical  in  the  beginning,  but  we’ve 
demonstrated  that  we  can  add  value  in  a  con¬ 
crete  fashion,  not  just  by  producing  reports  but 
by  actually  working  with  agencies  in  increasing 
their  participation  in  self-assessments  and  the 
number  of  self-assessment  tools  available. 

CIO:  Hasn’t  the  pat  recommendation  to  the 
government  always  been  to  model  the  private 
sector? 

Hoenig:  That’s  private  sector  envy.  Believing 
that  there  are  white  knights  out  there  who  will 
save  government  is  just  a  pipe  dream.  What  the 
government  needs  to  do  is  find  out  what’s  suc¬ 
cessful  and  go  out  and  study  [those  models] 
wherever  they  are  in  the  private  sector,  the  state 
government  or  the  federal  government. 

CIO:  The  feds  have  never  been  big  on  sharing 
best  practices  with  each  other.  Is  that  chang¬ 
ing? 

Hoenig:  It’s  20  to  30  percent  of  what  it  should 
be,  but  it’s  growing.  The  new  CIO  Council 
[mandated  by  the  reform  act]  is  going  to  add  a 
lot  of  value.  We’ve  created  a  number  of  sub¬ 
committees  to  work  on  establishing  a  practice 
base  and  to  identify  several  areas  where  agen¬ 
cies  should  be  exchanging  knowledge  and  in¬ 
formation.  BE! 


Managing  Editor  Richard  Pastore  can  be 
reached  at  pastore@cio.com. 


“The  rational 
approach  is  to  spend- 
small  amounts  of 
money  and  regularly 
ask  what  you’re 
getting  in  return 
for  it.  ” 
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Here’s  how.  Partner  with  BDM  to  clear 
the  hurdles  to  compliance  with  calm  assur¬ 
ance.  We  know  how  to  successfully  manage 
all  aspects  -  business  and  technical  -  of 
century  date  change  challenges.  We’ll 
work  your  top  priorities  and  hottest  issues 
with  a  dedicated  project  team  to  complement  your  team’s  efforts 
and  help  mitigate  risks  and  control  costs.  Plus  our  multi-phased 
SMART/2Q00+SM  solution  is  platform,  language,  and  tool  indepen¬ 
dent  to  meet  your  specific  needs.  Our  resources  can  extend  yours 
to  allow  you  to  continue  business  as  usual. 


SMART/2000+  is  flexible,  too.  If  you 
need  an  end-to-end  solution,  this  is  it. 
Or  count  on  us  to  address  and  resolve 
specific  phases  of  your  Year  2000 
problem,  like  migration  planning, 
renovation,  and  test. 

Either  way,  we'll  help  you  stay  cool,  calm,  and  in  control. 

Our  confidence  comes  from  experience.  Yours  will  come  from  the 
satisfaction  of  meeting  the  millennium  challenge  in  time.  Let’s  get 
started.  Call  us  at  1-800-565-0162,  e-mail  toYear2000@bdm.com 
or  visit  us  on  the  Web  at  www.bdm.com. 


Bum 

The  Information  Technology  Company 


©  1997  BDM  International,  Inc.  All  rights  reserved. 


I  .  T.  IN  THE  AMUSEMENT  INDUSTRY 


Postcards 

,  from 

Near 


How  CIOs  saved 
my  summer  vacation 

BY  NEVIN  GRIMSLEY 


My  ~f\fe  I  kave  opfoii^  vievo; 
of  tUe  perfect  vacation.  $Ue  Love; 
i;la*cj  koppi^,  extreme  ;kii^  a*cL 

flamenco  dancing,  while  I  prefer  to  spend  my  leisure 
time  doing  jigsaw  puzzles  and  overdue  household 
chores  like  grouting  the  tub.  So  rather  than  suffer 
through  a  vaguely  unsatisfactory  compromise  every 
year,  we  alternate:  In  even-numbered  years,  I  choose 
our  destination  and  activities;  in  the  odd  years,  she 
rules.  Last  summer,  we  took  10  days  off  and  stayed 
home,  running  through  the  local  Blockbuster’s  com¬ 
plete  selection  of  Jackie  Chan  kung  fu  movies. 
Twice.  This  year,  my  wife  handed  me  a  two-week 
itinerary  that  included  Las  Vegas,  Los  Angeles  and 
a  Caribbean  cruise.  Since  I  hate  leaving  our  cat  Axel 
at  the  Itty  Bitty  Kitty  Kennel  for  extended  periods 
and,  more  pointedly,  since  my  wife  knows  direct 
sunlight  gives  me  a  rash,  this  vacation  smelled  sus¬ 
piciously  of  revenge. 
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Fortunately,  I’ve  found  a  way  to  survive  my 
wife’s  more  adventurous  plans  without  incurring 
too  much  ultraviolet  radiation:  I’ve  made  a  sport 
out  of  observing  the  IT  inner  workings  of  the 
entertainment  companies  to  which  she  has 
entrusted  our  summer  vacations.  As  CIO  of  a 
retail  operation,  I’d  say  I’ve  had  more  than  a 
few  agonizing  years  of  the  old  “down-and- 
out”  routine  (that’s  downsizing  and  out¬ 
sourcing).  I’ve  observed  that  the  IS  folks  at 
these  entertainment  companies  seem  to 
understand  the  need  to  focus  their  efforts  on 
helping  their  companies  grow,  particularly 
by  focusing  on  their  audience,  the  con¬ 
sumer.  Because  their  customers  can  be 
especially  demanding — these  companies 
often  don’t  have  a  second  chance  to  get 
it  right — my  colleagues  in  the  amuse¬ 
ment  industry  are  hard  at  work  as  those 
customers  are  relaxing  around  them. 
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After  years  of  struggling  to  manage  distributed 
networks,  network  managers  are  replacing  their 
hodgepodge  of  various  tools  and  piecemeal 
solutions  with  a  single,  integrated  network 
management  solution. 

One  that  can  manage  the  entire  enterprise 
and  all  your  networks,  including  TCP/IP,  DECnet, 
IPX/SPX  and  SNA. 


Only  Unicenter  TNG 
Offers  End-To-End 
Management. 


Unicenter®  TNG™  offers  automatic,  intelligent, 
object-oriented  network  management  that  en¬ 
ables  you  to  manage  proactively.  So  you  can  an¬ 
ticipate  and  solve  problems  before  they  happen. 

Unicenter  TNG  gives  you  a  single  point 
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“Unicenter  TNG  enables  us  to  correlate  a  wide  variety  of 
information  from  desktops,  servers  and  network  devices’.’ 

—  Steven  Ruegnitz 
VP  Lehman  Brothers 


of  control  for  your  complex  and  heterogeneous 
global  network.  Its  dynamic  auto-discovery 
ensures  that  your  network  configuration  is 
current.  The  Real  World  Interface™  allows  for 


better  visualization  of  your  network.  And 
third-party  tools  such  as  element  managers 
integrate  with  Unicenter  TNG  through  its  open 
and  extensible  architecture. 


Unicenter  TNG  Is  The 
Industry  Standard  For 
Enterprise  Management. 

Unicenter  TNG  is  an  integrated  solution  for 
end-to-end  enterprise  management.  With 
support  for  every  major  hardware  platform 
and  operating  system,  Unicenter  TNG  is  open, 
scalable,  extensible  and  always  vendor-neutral. 


The  Real  World  Interface  uses  virtual  reality  to  create  a  3-D  environ¬ 
ment  that  represents  objects  just  as  they  appear  in  the  real  world. 


The  Best  Feature  Of  All: 
Unicenler  TNG 
Is  Shipping  Today. 


Enterprise 

Functionality 

▲  Security  Management 

▲  Network  Management 
a  Event/Status/Exception 

Management 
a  Database  Management 
a  Software  Delivery 

▲  Auto-Discovery 

▲  Workload  Management 
a  Storage  Management 

▲  Performance  and 
Accounting 

a  Output  Management 

▲  Service/Help  Desk 

▲  Change  and  Configuration 
Management 

a  Inventory  and  Asset 
Management 

a  Application  Management 

▲  User-Built  Agents 

▲  Virus  Protection 


Unicenter  is  a  proven 
software  solution 
that’s  available  today. 
It’s  real,  mission- 


critical  and  up  and 
running  in  thousands 
of  sites  around  the 
world  for  some  of 
the  smartest  users 
in  the  world.  Users 
who  know  that 
working  smarter 
always  beats 
working  harder. 


For  More  Information  Call 

1-888-864-2368 

OrVisltwww.cai.com 


(Computer 

Associates 

Software  superior  by  design. 


Unicenter  TNG 
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First  Stop: 

New  York- New  York 
Hotel  &  Casino 
Las  Vegas 


New  York-New  York's  Steve 
Vollmer:  "Come  up  with  a  solid 
foundation  first  and  put  the 
gingerbread  on  last." 
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if  ovk  first  tir>e  i*  La;  Ve^ja;, 

the  desert  city  awash  in  neon.  I’m  not  a  gambler;  I’m  a  pro¬ 
fessional  skeptic.  But  after  listening  to  the  patter  of  the  shut¬ 
tle  bus  driver  ferrying  us  from  the  airport,  even  I  begin  to  feel 
the  grip  of  jackpot  fever.  He  points  out  various  landmarks, 
casinos  and  theaters  along  the  famous  Strip  (“After  you  hit 
your  first  million,  you  can  afford  tickets  to  one  of  the  shows,” 
he  smirks),  and  then  deposits  us  at  our  destination:  the  New 
York-New  York  Hotel  &  Casino.  Even  in  this  city  of  excess, 
New  York-New  York’s  12-tower  replica  of  its  namesake’s 
skyline  is  astonishing.  The  $460  million  facility  opened  its 
doors  in  January  of  this  year,  with  more  than  2,000  guest 
rooms  and  84,000  square  feet  of  casino  space.  The  front 
walkway  is  a  50-foot-high  replica  of  the  Brooklyn  Bridge. 
And  don’t  get  me  started  on  the  Coney  Island  roller  coaster 
that  runs  through  the  lobby. 

In  the  morning,  my  wife  goes  on  a  city  tour.  I  stay  behind 
in  the  casino  to  hide  from  the  desert  sun.  Casinos  in  Vegas 
are  timeless — dimly  lit,  filled  with  hypnotic,  muted  tones  that 
mesmerize  patrons  seeking  the  big  payoff  even  at  this  early 
hour.  As  I  watch  gamblers  arm-wrestle  the  slot  machines,  I 
think  to  myself  that  the  computing  muscle  behind  it  all  must 
be  quite  impressive — transaction  processing,  security,  play¬ 
er  tracking  and  so  forth. 

It  is  indeed,  says  a  man  standing  nearby.  He  introduces 
himself  as  Steve  Vollmer,  director  of  information  systems  at 
New  York-New  York.  Now,  here’s  a  man  who  understands 
the  importance  of  managing  downtime.  His  gaming  systems 
are  up  and  running  24/7,  365  days  a  year,  and  must  provide 
“at  least”  99.9  percent  availability,  Vollmer  says.  Virtually 
everything  is  mirrored  with  hot  spares  on-site,  including  the 
IBM  Corp.  RS/6000s  that  run  the  2,400  slot  machines  and 
the  AS/400s  that  handle  player  tracking,  point-of-sale  trans¬ 
actions  and  back-office  functions.  Vollmer’s  IS  group  of  15 
provides  round-the-clock  support  because,  as  he  says,  “there’s 
no  such  thing  as  ‘lights  out’  in  this  industry.  You  just  can’t  do 
it.”  The  fiber  network,  primarily  built  with  Hewlett-Packard 
Co.  equipment,  provides  a  100MB,  no-collision  pipeline  to 
every  desktop.  And  every  desktop  can  support  each  of  the 
hotel’s  applications,  with  access  turned  on  or  off  at  the  cen¬ 
tral  server.  So  far,  the  network  has  never  been  down,  he  says. 
Security  is  at  no  less  a  premium,  although  Vollmer  under¬ 
standably  is  more  reticent  about  sharing  those  details. 
Everyone  assures  me  the  mobsters  are  long  gone  from  Vegas, 
but  I  still  can’t  shake  the  image  of  a  would-be  casino  thief 
being  driven  to  Lake  Mead  wearing  concrete  shoes. 

Anyway,  a  bulletproof  computing  infrastructure  is 
merely  table  ante  in  Las  Vegas.  Vollmer’s  more  strategic 
thinking  is  applied  to  maximizing  customers’  enjoyment  to 
win  their  repeat  business.  In  addition  to  the  slot  machines, 
the  hotel’s  reservation  and  marketing  systems  are  where  IS 
has  its  most  direct  contact  with  customers.  New  York-New 
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Columbus  used  the 
information  he  knew  to 
be  accurate,  combined 
it  with  the  expertise 
he  possessed  and  drew  a 
conclusion  that  changed  the 
way  we  look  at  the  world. 

As  a  young  man,  Columbus 
spent  hours  looking  westward 
across  the  Atlantic  at  ships 
coming  into  port.  First,  he 
would  spot  the  top  of  a  ship's 
mast.  Then,  slowly,  more  of  it. 
Finally,  the  entire  ship  would 
become  visible.  At  first 


HOW  CAN  A  SHIP  RISING  OUT  OF  THE  OCEAN 
CHANGE  THE  WAY  YOU  LOOK  AT  THE  WORLD? 


AT  ACXIOM,  WE  KNOW  THAT  A  BETTER  UNDERSTANDING 
OF  DATA  ALWAYS  LEADS  TO  GREAT  DISCOVERIES. 


puzzled,  Columbus  soon  recognized 
he  was  witnessing  proof  that  the 
world  was  indeed  round. 

At  Acxiom,  we've  built 
a  multi-national  company  on 
the  powerful  premise  that 
valid  data  in  the  right  hands 
at  the  right  time  can  have  a 
powerful  effect  on  your  world. 

Through  Acxiom's  integration, 
management,  and  split-second 
delivery  of  data  to  companies 


across  America,  we  are  helping  our 
customers  turn  information  into 
profits  and  providing  data 
warehousing  and  business 
decision  support  for  the  most 
complex  marketing  challenges. 
As  the  leading  provider  of  data  and 
information  services,  Acxiom  can  help 
you  enhance  your  business  world  and 
explore  it  better. 

Build  on  your  knowledge 
with  Acxiom.  It's  how  you  know. 


AgOOM 

HOW  YOU  KNOW 

1 -888-3ACXI0M  •  WWW:  http://www.acxiom.com 


Privacy  assured 
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York  can  turn  over  as  many  as  1,000  to  1,500  rooms  in  a 
given  day,  creating  the  potential  for  pandemonium  at  peak 
check-in  and  check-out  times.  Vollmer  is  exploring  the  pos¬ 
sibility  of  installing  an  electronic  system  that  allows  customers 
to  skip  the  front  desk;  rather  than  wait  in  line  at  the  desk, 
guests  would  check  in  from  an  airport  kiosk,  which  would 
read  a  credit  card,  spit  out  an  electronically  programmed 
room  key  and  print  tags  to  ensure  luggage  is  delivered  to  the 
right  room.  Guests  would  walk  into  the  hotel  and  head 
straight  for  the  elevators.  Vollmer  explains  his  motive  sim¬ 
ply:  “People  don’t  want  to  stand  in  line.”  I  mention  to  him 
that  I’ve  frequently  read  that  the  frantic  pace  of  room 
turnover  in  Vegas  might  calm  down  a  bit  because  competi¬ 
tion  is  springing  up  everywhere,  from  Atlantic  City  to  Biloxi, 
Miss.  Vollmer  politely  tells  me  such  doomsaying  is  bunk. 
“People  have  been  crying  wolf  for  years,  saying  Las  Vegas 
is  going  to  die,  but  it  doesn’t  happen.  Competition  doesn’t 
seem  to  affect  Las  Vegas.  The  more  we  build,  the  more  they 
come,”  he  says.  The  city  has  roughly  100,000  hotel  rooms, 
with  occupancy  typically  holding  at  about  94  percent,  and 
that  statistic  remains  consistent  even  as  more  rooms  are 
added,  he  says. 

Keeping  track  of  the  high  rollers  for  marketing  purposes 
is  another  important  charge.  Like  virtually  every  Vegas 
casino,  New  York-New  York  maintains  a  player-tracking 
database.  Slot  players  are  tracked  extensively,  and  according 
to  their  propensity  for  high  wagers,  they’re  invited  to  events 
and  kept  up  on  what’s  going  on,  Vollmer  explains.  “The  high- 
end  player  is  tracked  for  his  ‘comp  status’  [when  the  casino 
offers  a  patron  such  freebies  as  room  and  board]  and  gets  a 
lot  more  privileges.”  An  employee  whose  sole  job  is  database 
marketing  even  sends  birthday  cards  to  the  big  players.  The 
player-tracking  database  contains  some  of  New  York-New 
York’s  most  jealously  guarded  information. 

The  level  of  expense  required  to  build  a  solid  infrastructure 
lends  fresh  significance  to  the  phrase  “executive  buy-in.” 
Vollmer  counts  himself  lucky  on  that  note.  Bill  Sherlock,  New 
York-New  York’s  president,  “understands  that  good  IS  makes 
everyone  else  efficient,”  Vollmer  says.  That  understanding  also 
has  allowed  Vollmer  to  build  ambitious  back-office  systems, 
including  a  paperless  human  resources  department,  with  all 
records  stored  on  optical  disks.  Vollmer  had  about  a  year  to 
set  up  before  the  casino  opened  its  doors.  The  biggest  chal¬ 
lenge,  he  says,  was  in  the  amount  of  detail  to  be  tracked  lead¬ 
ing  up  to  opening  day — coordinating  everything  from  soft¬ 
ware  installation  and  training  to  wire-pull  locations.  “It  just 
went  on  and  on.  And  finally  one  day  it’s  time,  and  you  keep 
looking  around,  wondering  what  you  have  forgotten,”  he  says. 

Despite  all  the  challenges,  or  perhaps  because  of  them, 
Vollmer  loves  the  work.  “As  an  IS  director,  I  couldn’t  have  it 
any  better,”  he  says.  “I  see  many  industries  in  one  place.  [We 
have]  a  POS  system,  accounting  system,  reservations  system, 
PBX  system,  in-room  video  system,  gaming  systems.  If  I  went 
to  any  other  place,  it  would  be  boring  because  it  would  be 
one  small  piece  of  what  I  do  now.” 

Vollmer  and  I  part  ways,  and  I  catch  sight  of  my  wife 
returning  from  the  Strip,  bearing  $142  worth  of  stuffed  pink 
flamingos  and  white  tigers. 
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Millennium  does. 

Many  mainframe  purchases 
are  based  on  Total  MIPS  —  but 
Productive  MIPS  are  the  real  test 
of  value. 

Consider  the  Amdahl  Millennium  " 
family  of  CMOS-based  servers  — 
S/390  compatible  mainframes 
that  deliver  more  Productive 
MIPS  per  dollar  than  any  other 
CMOS-based  server.  Bar  none. 

Millennium’s  extraordinary  value 
derives  from  its  uniquely  muscular 
architecture.  Unmatched  caching 
with  up  to  30  times  more  capacity 
for  optimum  processor  utilization. 
Flexible  partitioning  for  load- 
matched  resource  allocation. 

Plus  many  more  innovations  to 
keep  MIPS  hard  at  work  on  the 
mission-critical  workloads  of 
your  business. 

Interested  in  servers  with  a 
stronger  work  ethic? 

Talk  to  Amdahl. 


amdahl 


Bring  us  your  hard  problems  " 
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Next  Stop: 

DreamWorks  SKG 
Los  Angeles 
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aside  a  vision  of  Axel  mewing  forlornly  from  his  cage  at  the 
Kitty  Kennel,  I  resolve  to  enjoy  the  City  of  Angels. 

Angels,  my  foot.  An  endless  parade  of  celebrity  spokes- 
people,  Hollywood  souvenir  hawkers,  theme  restaurateurs 
and  tour  guides  clamor  for  our  attention.  On  sensory  over¬ 
load  after  a  few  hours,  I  retreat  to  the  hotel  to  take  a  break 
and  wind  up  in  front  of  the  tube  watching  a  rerun  of  the  cop 
show  High  Incident.  The  closing  credits  show  the  logo  of 
DreamWorks,  the  brainchild  of  entertainment  moguls  Steven 
Spielberg,  Jeffrey  Katzenberg  and  David  Geffen.  If  New 
York-New  York’s  big-bang  grand  opening  presented  such 
logistical  challenges,  I  muse,  DreamWorks’  ongoing  startup 
must  be  equally  daunting.  The  company  already  has 
announced  plans  to  do  live  and  animated  movies,  interactive 
television,  toys,  apparel  and  lots  of  other  stuff.  I  ponder  sev¬ 
eral  questions,  including:  What  hoops  must  an  IS  organiza¬ 
tion  jump  through  to  support  a  simultaneous  dive  into  so 
many  lines  of  business?  And  how  does  one  obtain  the  title 
“mogul,”  anyway?  Can  I  become  a  chief  information  mogul? 
The  next  day,  while  my  wife  rents  a  Jet  Ski  and  goes  zipping 
by  the  Santa  Monica  beach,  I  slip  over  to  DreamWorks’  tem¬ 
porary  headquarters  in  Universal  City  and  manage  to  earn  a 
slot  on  the  busy  appointment  calendar  of  CIO  Lynn  Jacobs. 

Jacobs,  IS  employee  number  one  at  DreamWorks,  con¬ 
firms  the  challenges  that  DreamWorks’  grand  ambitions  place 
on  the  nascent  IS  group.  “When  I  first  joined  the  company, 
a  lot  of  [our  thinking]  wasn’t  necessarily  strategic,  because 
nothing  was  there.  No  HR  department,  no  payroll  system,” 
she  says.  The  focus  simply  was  to  get  basic  systems  in  place. 
At  the  same  time,  the  company  already  had  stated  its  inten¬ 
tion  to  do  more  with  less  personnel,  using  IT  to  perform 
many  administrative  functions.  For  example,  a  film  distri¬ 
bution  division  runs  a  sales-force  automation  system  that 
cuts  the  back  office  almost  to  zero  employees,  Jacobs  says. 
And  to  further  complicate  the  picture,  the  diversity  of  the 
business  lines  forces  the  IS  group  to  support  a  broad  amal¬ 
gam  of  computing  hardware,  including  Macs  and  Next 
workstations  on  the  desktop  as  well  as  a  high-end  IBM  SP2 
Unix  database  server.  Three  main  facilities  share  an  asyn¬ 
chronous  transfer  mode  (ATM)  backbone,  while  the  other 
physical  locations  are  hooked  up  via  T1  lines.  But  much  of 
this  infrastructure  is  disposable.  The  company  is  awaiting 
completion  of  its  own  100-acre  headquarters  campus,  part 
of  a  high-tech  business  and  residential  development  called 
Playa  Vista.  Even  the  target  date  for  the  move  keeps  shifting, 
although  Katzenberg  is  pushing  to  make  the  end  of  the  mil¬ 
lennium  (and  you  think  yon  have  year  2000  problems). 

More  critical  than  the  physical  networking  is  the  applica¬ 
tion  infrastructure  that  will  cobble  together  the  various  busi¬ 
ness  lines.  And  that’s  where  the  bulk  of  Jacobs’  attention  is 
focused.  She  notes  that  relatively  few  off-the-shelf  applica¬ 
tions  exist  for  the  entertainment  industry,  so  the  majority  of 


Lynn  Jacobs:  How  do  you 
develop  systems  when  you 
haven't  hired  the  users  yet? 
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To  make  sure  your  customers  don't  get  away,  give  us  a  call. 

1 -800-GTE-4WCN  (483-4926)  ext.  31 3.  www.gte.com/business 
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In  the  fish  business,  fresh  is 
everything.  That’s  why  I 
can’t  afford  for  my  business 
lines  to  go  down.  Not  even 
for  a  minute.  But  with  GTE, 

I  never  have  to  worry  about 
dropped  calls.  Their  World 
Class  Network"  is  99.9% 
reliable.  And  that  means  a 
lot  to  me.  Because  I  really 
don’t  want  to  be  stuck  with 
a  boatload  of  trout.  I  mean, 

I  like  fish  -  but  not  that  much 

so 

It’s  Amazing  What 
We  Can  Do  Together 
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DreamWorks’  mission-critical  software  will  have  to  be  home¬ 
grown.  “We’ve  known  from  the  beginning  that  we  were 
going  to  have  to  build  a  large  variety  of  systems  in  a  very 
short  amount  of  time,”  Jacobs  says.  With  so  many  custom 
applications  in  the  queue,  DreamWorks’  IS  group  is  keeping 
an  eye  on  the  long  term  by  building  a  foundation  of  reusable 
software  objects.  For  example,  each  film  title  may  produce 
numerous  distinct  products:  the  domestic  and  international 
theatrical  releases,  a  director’s  cut,  versions  for  airlines  and 
home  video  distribution,  and  so  on,  each  managed  by  a  dis¬ 
tinct  business  line.  Yet  because  every  business  line’s  systems 
will  use  a  common  Product  Master  software  module, 
DreamWorks  will  avoid  incompatible  product  numbering 
schemes  and  easily  will  be  able  to  determine  overall  perfor¬ 
mance  of  a  single  title  or  a  single  geographic  region.  That  is 
a  project  with  long-term  payoff.  “I  don’t  think  the  business 
will  start  to  see  the  advantages  until  next  year,”  says  Jacobs. 

Although  the  technology  is  important,  Jacobs  says  people 
are  more  so.  She  recalls  wryly  that  the  first  DreamWorks  busi¬ 
ness  plan  proposal  she  saw  called  for  1 1  IS  employees.  In 
reality,  the  IS  group  has  grown  from  one  employee  to  more 
than  100  in  about  two  years.  That’s  a  lot  of  hiring,  done 
quickly.  “[Success]  is  largely  in  the  quality  and  style  of  peo¬ 
ple  you  hire.  I  hire  ‘doers.’  Hire  the  best  you  can  and  get  out 
of  their  way,”  she  says.  Jacobs  opted  not  to  use  recruiters, 
because  of  the  additional  cost.  Most  of  the  employees  have 
worked  out;  some  haven’t.  “I’d  say  we  have  had  a  lot  of  peo¬ 
ple  who  thought  they  wanted  to  work  at  a  startup  compa¬ 
ny,”  she  says.  “I’m  a  person  who  thrives  on  that  sort  of  chaos. 
But  it’s  tough  when  people  ask,  ‘What  are  our  benefits?’  and 
the  answer  is,  ‘We  haven’t  decided  that  yet.’”  Jacobs  chalks 
turnover  up  to  normal  growing  pains. 

Jacobs  herself  does  not  have  the  sort  of  background  you 
might  expect  of  an  entertainment  company  CIO.  She  previ¬ 
ously  did  a  stint  at  Universal  Studios  but  prior  to  that  worked 
on  so-called  “black  projects,”  super  high-tech,  often  highly 
classified  research  projects  in  the  defense  and  aerospace  indus¬ 
tries.  That’s  where  she  gained  her  first  experience  working 
with  reusable  objects  and  other  leading-edge  technologies. 
Most  mission-critical  systems  at  movie  studios  are  Cobol 
applications  that  have  already  seen  their  20th  birthdays. 
Jacobs’  background  outside  the  industry  was  a  positive,  not 
a  negative.  “We  knew  we  couldn’t  get  where  we  wanted  to 
be  if  we  didn’t  figure  out  a  different  way  of  doing  things,” 
she  says. 

On  that  note,  Jacobs  turns  her  attention  back  to  business 
matters.  But  before  leaving,  I  manage  to  weasel  two 
DreamWorks  T-shirts  out  of  the  visit. 


62  CIO  /  JULY  1  997 


http://www.cio.com 


Year  2000,  a.k.a.  The  Immovable  Storage™  Because  EMC  Enterprise 


Deadline.  It  could  cost  millions  Storage  helps  you  become  Year 


in  man-hours  and  lost  revenues.  2000  compliant  without  pro- 


Unless  you  have  EMC  Enterprise  tracted  business  interruptions. 


during  and  after  the  project,  visit 

our  Web  site  at  www.emc.com  or 

call  1-800-424-EMC2,  ext.  372. 


EMC2 

The  Enterprise  Storage  Company 


Price . 
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Our  solutions  can  maintain  com¬ 


pletely  separate  production  and 
test  data  simultaneously.  This  will 
allow  you  to  validate  your  Year 

2000  solution  with  real  informa¬ 


tion,  without  putting  your  busi¬ 
ness  at  risk.  To  find  out  how 


EMC  Enterprise  Storage  can 
help  solve  the  biggest  IT 
crisis  ever  and  upgrade  the  per¬ 
formance  of  your  entire  system 

Not  Without 

EMC  Enterprise 
Storage 

You  Won’t 
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Final  Stop: 

Carnival  Cruise  Lines  Inc. 
The  Caribbean 
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that  we  can  fly  to  Miami  and  trundle  relatively  unencum¬ 
bered  up  the  ramp  of  the  Carnival  Destiny,  a  101,000-ton 
cruise  ship.  We’ll  wrap  up  our  vacation  with  a  seven-day  spin 
through  San  Juan,  Puerto  Rico,  St.  Thomas  and  St.  Croix 
before  disembarking  and  heading  home  to  liberate  Axel. 

On  board,  my  Dramamine  proves  unnecessary;  our  vessel 
feels  more  like  a  city  than  a  boat.  I  become  lost  several  times 
looking  for  our  cabin  in  the  labyrinth  of  carpeted 
hallways.  My  wife,  my  sunblock  and  I  spend  the 
first  afternoon  together  at  the  pool  (does  this  strike 
anyone  else  as  odd — a  pool  in  the  middle  of  a  ship 
in  the  middle  of  the  ocean?),  then  she 
stays  outside  on  the  deck  to  destroy 
senior  citizens  in  a  not-so-friendly 
game  of  shuffleboard  while  I  flee  to 
begin  some  souvenir  hunting  among 
the  ship’s  shops.  Remarkably,  my  Visa 
verification  clocks  in  at  less  than  six  sec¬ 
onds.  I  conclude  that  there  must  be  some  pret¬ 
ty  robust  satellite  links  involved.  My  curios¬ 
ity  piqued  once  again,  I  manage  to  set  up  a 
conference  call  with  Carnival  Vice  President 
of  Information  Systems  Jim  Bussey  and 
Doug  Eney,  director  of  systems  and  tech¬ 
nologies,  back  at  the  cruise  line’s  Miami 
headquarters  while  the  other  passengers 
tour  around  San  Juan. 

Ship-to-shore  communication  (in 
other  words,  networking)  is  paramount 
in  the  cruise  industry,  says  Bussey.  E- 
mail  has  become  an  everyday  necessi¬ 
ty,  in  addition  to  in-cabin  phone  ser¬ 
vice,  credit  card  verification,  on-board 
ATMs  (the  bank  machines)  and  a 
variety  of  customer  service  applica¬ 
tions.  Carnival  has  65Kbps  satellite 
links  with  data  and  voice  channels  to  every  ship,  with  3Com 
Corp.  routing  equipment  both  at  headquarters  and  aboard  the 
vessels.  “Every  ship  is  a  subnet,  part  of  our  enterprise  LAN,” 
which  comprises  more  than  6,000  IP  addresses  in  all,  Eney 
says.  As  Carnival  moves  into  document  imaging  for  shipboard 
personnel  records,  IS  is  considering  upgrading  to  128Kbps 
capacity. 

Let’s  face  it,  client/server  is  tricky  enough,  even  when  your 
clients  aren’t  swimming  around  in  the  ocean  some  2,000  miles 
from  the  server.  One  particular  application  illustrates  the  net¬ 
working  challenges  a  cruise  line  can  face:  Every  Carnival  ship 
has  an  on-board  casino,  and  every  slot  machine  on  every  ship 
is  linked  to  a  single  “Mega  Cash”  central  jackpot.  Each  ship, 
whether  it’s  sailing  the  Pacific  or  the  Caribbean,  must  be  updat¬ 
ed  more  or  less  instantly  on  the  status  of  the  jackpot.  Too  much 


Doug  Eney  (left)  and  Jim  Bussey 
shoulder  the  burden  of  ship-to- 
shore  communications. 
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Call  1-888-222-6644  to  register 


for  a  free  seminar. 


You  win  because  you  know  more. 
But  now  you  have  to  know  it  all 
faster.  Right  away.  Even  when  there’s 
no  time  to  collaborate  with  special¬ 
ists  whose  ten  years  of  experience  is 
the  firm’s  intellectual  capital.  Their 
knowledge  is  available.  It’s  some¬ 
where  online.  You  just  have  to  find 
it,  understand  it,  and  apply  it. 
Correctly.  The  first  time.  You  can- 
with  CBR  Content  Navigator 
from  Inference  Corporation. 

CBR  Content  Navigator  can  help 
you  succeed.  It  can  organize  and 
categorize  all  your  information 
and  guide  you  to  identify  and 
solve  problems,  answer  questions, 
research  subjects,  or  explain  policies. 
No  matter  how  fast  the  information 
might  change. 

To  learn  how  CBR  products  are 
helping  more  than  500  leading 
corporations  earn  a  higher  return  on 
information,  call  1-800-322-9923, 
e-mail  info@inference.com,  or  visit 
www.inference.com/cbr3  today. 
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signal  delay  could  result  in  two  passengers  on  different  ships 
simultaneously  being  awarded  the  same  million-dollar  jack¬ 
pot.  Oops!  That,  I  suppose,  would  be  an  example  of  how  IT 
could  have  a  negative  effect  on  the  corporate  bottom  line. 

Carnival’s  IS  group  doesn’t  focus  solely  on  infrastructure 
issues;  an  application  development  group  works  to  build  and 
enhance  tools  for  ship  management  and  customer  satisfac¬ 
tion.  The  BOB  system  (booking-on-board,  a  play  on  the 
name  of  Carnival  founder  Bob  Dickinson)  allows  passengers 
to  reserve  their  next  cruise  while  the  ship  is  still  at  sea. 
Another  application  informs  the  dining  room  maitre  d’  in 
advance  about  large  groups  traveling  together  and  helps  plan 
appropriate  seating.  Before  that  system  was  implemented, 
seating  at  times  caused  a  snafu,  with  lines  stretching  out  the 
door  and  around  the  promenade.  There  is  also  a  food-and- 
beverage  management  system  that  tracks  supplies  and  plans 
meals  for  the  5,000  or  so  people  (including  crew)  aboard  a 
given  ship  each  week.  “A  1  percent  change  in  food-order 
accuracy  can  mean  a  big  savings  difference,”  Bussey  says. 
Considering  the  four  meals  and  two  snacks  I’ve  had  in  my 
first  few  hours  at  sea,  that  doesn’t  surprise  me. 

I  press  Bussey  further  about  the  issue  of  cost  management. 
Cruise  lines,  like  Vegas  resorts  and  Hollywood  studios,  bring 
to  mind  the  word  “lavish.”  Are  IS  departments  in  these  com¬ 
panies  subject  to  the  same  corner-cutting  pressure  that  has 
characterized  the  reengineering  decade?  Bussey  describes  his 
business  this  way:  “There  are  the  luxury  cruises,  or  what  we 
call  the  ‘Rolls  Royce’  cruises.  We  consider  ourselves  a 
Chevrolet.  We’re  the  low-cost  provider;  we  focus  on  the  pipe 
fitter  in  Detroit  as  well  as  the  New  York  executive.  We  try  to 
provide  value  for  your  dollar,”  he  says.  There  is  a  delicate 
balance  to  be  captured,  providing  efficient  IT  operations 
while  simultaneously  innovating  and  improving  the  elegance 
of  the  customers’  experience. 

Epiphany  strikes  as  time  and  tide  draw  my  vacation  toward 
home  port:  Although  Vegas  seems  a  million  miles  from  the 
ocean,  I  can  see  that,  in  fact,  New  York-New  York,  Carnival 
and  even  DreamWorks  are  competing  for  the  same  dollars. 
Bussey  confirms  that  as  our  conversation  ends.  “We’re  not  in 
competition  with  the  other  cruise  lines;  we’re  in  competition 
with  any  discretionary  item,  whether  it’s  a  diamond  ring  or  a 
new  car  or  a  Disney  trip,”  he  says.  “You’ll  be  glad  as  heck  you 
spent  the  money  on  us — that’s  our  marketing  message.”  Well, 
“discretion”  doesn’t  seem  to  have  had  much  to  do  with  the  way 
we’ve  disposed  of  our  income  on  this  trip.  Yet  I  find  I  am  glad 
indeed.  Carnival  and  the  other  entertainment  companies  I’ve 
visited  share  many  of  the  IT  challenges  common  to  all  our  busi¬ 
nesses:  supporting  business  growth  and  making  a  positive 
impact  on  the  customer.  Their  solutions  are  interesting  and 
aggressive.  Perhaps  I  can  steal  a  few  ideas  for  my  own  business. 
I’d  like  to  see  our  vice  president  of  HR  react  when  she  comes 
in  some  Monday  and  finds  we’ve  gone  paperless. 

Hmm.  Perhaps  next  summer  I’ll  plan  a  Hong  Kong  vacation 
to  check  out  IT  operations  in  the  kung  fu  movie  industry. 


Nevin  Grimsley  is  the  CIO  of  a  New  England  retail  chain 
and  author  of  High  Fructose  Corn  Syrup:  A  Personal 
Odyssey.  You  can  reach  Nevin  by  contacting  his  press  liai¬ 
son,  Derek  Slater,  at  dslater@cio.com. 


http://www.cio.com 
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Finally, 

a  color  laser  printer 


loaded 

with  features, 


And  other 
modern  miracles 


Xerox 


Network 


A  Different  Line 


The  New 
DocuPrint  C55 
Color  Laser  Printer 
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3  ppm  Color 
6  ppm  fast  Blue 
12  ppm  Black 
Starting  at  $3500. 


3  ppm  Color 
12  ppm  Black 
Starting  at  $6250. 
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Brilliant  color.  The  most 
fully  featured  color  laser 
printer  for  the  price. 


Great  business  color  on 
a  range  of  paper  including 
heavy  card  stock. 


Xerox  .  The  Document  Company  ,  the  stylized  X,  and  all  product  names  are  trademarks  of  XEROX  CORPORATION. 


Stated  prices  are  the  estimated  U  S.  street  price  for  base  model. 


Laser  Printers 
of  Thinking 


20  ppm  Black 
Starting  at  $2599. 


17  ppm  Black 
Shown  with  Optional 
Lockable  Mailbox 
Starting  at  $1249. 


12  ppm  Black 
Starting  at  $1049. 


Modular  design  brings 

• 

Speed  and  paper  handling 

i .......  | 

Tlvo-sided  printing 

high-end  paper  handling 

*&gSmSZ 

capabilities  maximize  large 

plus  an  extra  paper 

capabilities  to  the  desktop. 

workgroup  productivity. 

. . 

tray  at  no  extra  cost. 

We've  brought  our  best  thinking  in  high-end  printing  to  an  affordable  new 
line  of  monochrome  and  color  network  laser  printers. 

You'll  find  ingenious  ways  for  making  workgroups  more  productive — 
from  superior  paper  handling  capabilities  to  innovative  new  convenience 
features.  You'll  also  find  that  printer  installation  and  management  is  easier 
with  new  CentreWare  DP  software. 


So  if  you're  looking  for  smart  new  ways  to  make  your  network  more  productive, 
at  affordable  prices,  think  differently.  Xerox  Network  Laser  Printers. 


Find  out  more  about  the  Xerox  difference  and  get  free  product  literature. 

Call  1-800-34-XEROX,  ext.  2992.  In  Canada  call  1-800-ASK-XEROX,  dept.  2992 
Or  stop  by  our  website  at  http://xerox.networkprinters.com  and  see 
our  powerful  new  line  of  network  laser  printers. 


TOTAL 

SATISFACTION 

GUARANTEE 


The  Document  company 

XEROX 
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Reader  ROI 


COMMUNICATING  WITH  FIELD 
sales  offices  can  be  a  chal¬ 
lenge  for  any  business.  But 
when  those  offices  are  located 
in  vans  and  operated  by  fran¬ 
chise  owners  who  are  used  to 
mailing  orders  on  scrap  paper, 
it  can  seem  downright  impos¬ 
sible.  Learn  how  you  can  per¬ 
suade  your  mobile  sales  force 
to  go  online  and  streamline 
your  entire  supply  chain  in 
the  process. 
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BY  ELAINE  M.  CUMMINGS  AND  MIRYAM  WILLIAMSON 

How  does  the  country's  number-one  home-based  business  share 
information  with  its  nearly  4,000  dealers  and  franchisees? 
With  Snap-on's  DSS  On-Line,  it's  become,  well,  a  snap. 


IT  WOULDN'T  BE  TOO  FAR-FETCHED  TO  CONCLUDE 

that  a  billion-dollar  corporation — Snap-on  Inc. — 
works  the  way  it  does  today  because  13  years  ago  a 
man  in  Canada  wanted  to  learn  to  fly. 

Well,  to  fly  a  little  better,  anyway.  Independent  soft¬ 
ware  developer  Michael  Hatala  already  knew  how  to 
fly,  but  (so  the  story  goes)  he  wanted  to  earn  a  multi- 
engine  instrument  rating.  It  so  happened  that  his  neigh¬ 
bor  was  qualified  to  teach  him.  It  also  happened  that 
the  neighbor  was  a  Snap-on  dealer,  an  independent 


businessman  who  sold  Snap-on  tools  from  his  red  and 
white  van  and  who  wanted  help  computerizing  his 
business.  So  the  two  men  worked  out  a  barter  arrange¬ 
ment:  Hatala  would  write  the  sales  software  in  ex¬ 
change  for  flying  lessons. 

Not  long  after,  in  1984,  Hatala’s  program  came 
to  the  attention  of  Dean  Van  Daalwyk,  then  man¬ 
ager  of  marketing  computerization  at  Snap-on’s 
headquarters  in  Kenosha,  Wis.  Van  Daalwyk  had 
been  given  the  assignment  to  develop  a  point-of-sale 


http://www.cio.com 
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system  that  would  run  in  the  van 
environment.  “Requests  kept  build¬ 
ing  from  dealers  looking  for  help 
with  the  paperwork,”  Van  Daalwyk 
says.  “Most  of  the  successful  peo¬ 
ple  in  our  business  at  that  time 
had  a  partner  called  a  wife  who 
did  a  good  portion  of  the  book¬ 
keeping  for  them,”  he  says.  “I  was 
looking  for  a  way  to  reduce  the 
paperwork  and  allow  dealers  to 
be  more  productive.” 

Because  Hatala’s  coaching  had 
come  from  the  dealer’s  viewpoint, 
his  software  didn’t  integrate  per¬ 
fectly  into  Snap-on’s  operations, 
but  it  was  the  closest  model  yet 
that  Van  Daalwyk  had  found.  “It 
was  a  matter  of  working  together 
to  understand  how  our  side  of  the 
business  had  to  fit  with  the  soft¬ 
ware  and  then  go  forward  from 
there,”  Van  Daalwyk  says. 

To  better  learn  the  business, 
Hatala  and  Van  Daalwyk  rode  in 
dealers’  vans  for  several  weeks. 
Then  Hatala  went  to  work  on  a 
new  program,  while  Van  Daalwyk 
searched  for  PCs  rugged  enough  to 
withstand  the  rigors  of  riding  on  a 
truck  and  for  power  inverters  that 
allowed  the  PCs  to  run  on  auto¬ 
mobile  current. 

Van  Daalwyk  couldn’t  have 
known  as  he  boarded  those  vans 
that  he’d  started  down  a  road  lead¬ 
ing  to  the  technical  integration  of 
every  significant  operation  of 
Snap-on  Inc.  What  started  in  1984 
as  a  simple  standalone  order-entry 
application  is  now  the  main  con¬ 
duit  for  information  that  feeds 
most  of  the  company’s  processes, 
including  order  entry,  inventory 
updates,  payment  recording,  and 
granting  and  tracking  customer 
credit. 

Known  as  DSS  On-Line,  the 
dealer  sales  system  is  part  of  “a 
total  strategy  to  connect  our  deal¬ 
ers  to  our  supply  chain,”  says  CIO 
Lawrence  G.  Panatera.  “We’re  in 
the  process  of  integrating  the  en¬ 
tire  supply  chain,”  he  says.  “By  con¬ 
necting  our  DSS  On-Line  system 
to  our  internal  ERP  [enterprise  re¬ 
source  planning]  system,  we  plan 
to  create  what  we  call  a  ‘store 
without  walls.’” 


Founded  in  1 920  as  Snap-on 

Wrench  Co.  by  26-year-old 
Joseph  Johnson  (who  be¬ 
lieved  a  mechanic  shouldn’t 
have  to  buy  a  handle  for  every  sock¬ 
et),  the  company  revolutionized 
the  hand-tool  industry  and,  in  the 
process,  became  a  global  corpora¬ 
tion  with  more  than  $1.5  billion  in 
annual  sales  and  more  than  30  af¬ 
filiate  companies  in  North  and 
South  America,  Europe  and  the  Pa¬ 
cific  Rim. 

Today,  chances  are  good  that  the 
mechanic’s  bay  where  you  take 
your  car  for  service  has  a  big  red 
tool  cabinet  bearing  the  Snap-on 
logo.  And  the  diagnostic  system 
that  tells  the  mechanic  where  the 
problem  is  probably  comes  from 
Sun  Electric,  a  Snap-on  division. 
When  it’s  time  for  emissions  test¬ 
ing,  the  meter  that  your  car  con¬ 


country.  Snap-on’s  slice  of  the  hand 
tools  pie  is  greater  than  the  sales  of 
its  two  major  competitors,  Mateo 
Tools  and  Mac  Tools,  put  together. 

For  most  of  the  company’s  77 
years,  Snap-on’s  sales  representa¬ 
tives  primarily  have  been  indepen¬ 
dent  businessmen.  In  1991,  Snap-on 


Home-Based 

Improvement 

DSS  On-Line  is  supporting 
Snap-on’s  dealers  by  improving 
their  productivity  and  allowing 
them  to  spend  more  time  with 
automotive  technicians.  For 
them,  DSS  On-Line  provides: 

■  Better  ordering  accuracy 

■  The  ability  to  place  orders 
at  any  time 

■  Improved  dealer  inventory 
management 

■  Reduced  paperwork  for  dealers 

■  Increased  inventory  turnover 

■  Improved  credit  management 

■  Point-of-sale  information  for  MRP, 
manufacturing  and  forecasting 
systems 


nects  to  can  probably  be  found  on 
Snap-on’s  list  of  20,000  stock-keep¬ 
ing  units  (SKUs). 

Snap-on  Tools  Co.,  a  subsidiary 
of  Snap-on  Inc.,  provides  hand 
tools,  power  tools  and  tool  storage 
units  to  the  automotive  service 
industry,  is  now  considered  the 
largest  home-based  business  in  the 


began  converting  its  dealers  to  fran¬ 
chise  agreements.  Today,  traveling 
in  the  familiar  red  and  white  vans, 
the  company’s  nearly  4,000  dealers 
and  franchisees  visit  a  million  auto¬ 
motive  technicians  every  week. 

Up  until  1993,  Snap-on  had 
invested  some  $175  million  in 
computer  technology  to  manage 
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The  SAS®  Data  Warehouse  Solution 


The  top-of-the-line  data  warehousing  software 

will  have  a  positive  impact  on  your 
business  decision  makers. 


Smart  business 
decisions. 

Even  smarter 
investment. 

A  recent  International  Data  Corporation  (IDC)  study 
of  organizations  that  have  implemented  data  warehouses 
reveals  an  average  three-year  Return  on  Investment  of 
401%!  There’s  no  better  choice  for  reaping  similar  rewards 
than  the  SAS  Data  Warehouse,  a  data  warehousing 
Product  of  the  Year  for  two  years  running. 

And  the  world's  only  end-to-end  warehousing 
solution  for  managing,  organizing,  and  exploiting  your 
business  data— including  data  from  external  sources. 
Here’s  what  two  companies  featured  in  the  IDC  study 
have  to  say: 

MERRILL  LYNCH  ROI=1,464% 

For  this  leader  in  financial  services  markets,  the  SAS 
Data  Warehouse  yielded  fast  payback  and  measurable 
benefits.  According  to  John  Crawford,  VP  of  Reporting 
Systems  in  the  Marketing  Systems  Group,  “We’ve  been 
using  SAS  software  for  all  of  our  solutions  in  terms  of 
our  data  warehouse  implementation,  and  our  return 
on  investment  has  only  grown... it’s  a  broad-scope, 
well-integrated  solution  that  provides  all  of  our  data 
warehousing  needs  from  one  vendor,  and  there’s  no 
other  single  vendor  out  there  capable  of  doing  that.” 

LTV  STEEL  COMPANY  ROI=16,995% 

As  the  third  largest  steel  operator  in  the  U.S.,  they’ve 
been  using  SAS  software  for  data  warehousing  since 
long  before  the  term  was  coined.  According  to  Quality 
Assurance  Senior  Analyst  Robert  Scharl,  “SAS  software 
is  THE  element  of  our  data  warehousing  solution.  It 
beat  everything  else  for  data  retrieval. .  .and  it  would 
have  cost  us  maybe  a  half  million  dollars  to  bring 
something  else  in  for  a  data  warehousing  system.” 


And  wait  until  you  see  what  it  does 

for  your  bottom  line. 


SAS  Institute  Inc. 


The  Business  of  Better  Decision  Making 


E-mail:  cio@sas.com  www.sas.com/dw/  919.677.8200  In  Canada  1.800.363.8397 


SAS  is  a  registered  trademark  of  SAS  Institute  Inc.  Copyright  ©  1997  by  SAS  Institute  Inc. 


THERE  WAS, 

IN  FACT, 

A  REASON 
THEY  CALLED  IT 

THE  PERSONAL 
COMPUTER. 
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Oh  yeah.  There’s  a  person  sitting  in  front  of  it. 

Oftentimes,  that  person  is  a  very  special  person  called  an  employee.  Someone  who  walks 
through  your  doors  in  the  morning  and  back  out  in  the  evening  (sometimes,  very  late  in  the 
evening).  Someone  who  will  rewrite  paragraphs  in  the  shower.  Or  not.  Someone  who  will 
work  through  lunch  to  make  something  just  right.  Or  not.  Someone  who  will  care.  Or  not. 

It  is  people  who  define  business.  It  is  people  who  will  determine  whether  your  company  will 
be  just  good  or  damn  good  or  great.  We  believe  that  given  the  responsibility  and  the  right 
tools,  the  people  who  work  for  you  will  do  extraordinary  things.  For  millions  and  millions  of 
people,  the  right  tool  is  the  computer. 

What  makes  the  computer  personal  is  a  program  called  Microsoft®  Windows®. 

Windows  makes  computing  easier,  so  more  people  can  actually  use  a  PC.  It  is  intuitive  and 
simple  and  familiar,  and  recognizable  from  computer  to  computer,  person  to  person. 

Windows  makes  computing  more  powerful.  More  than  one  hundred  thousand  programs  have 
been  written  for  the  Windows  platform.  So  you  can  type  words  and  calculate  numbers,  create 
presentations  with  animation  and  sound  and  video,  do  3-D  CAD  design,  send  a  message  to 
the  other  side  of  the  office,  send  a  message  to  the  other  side  of  the  world,  manage  inventory 
and  payroll,  draw,  find  things  on  the  Internet,  create  your  own  intranet,  build  a  database, 
manage  projects,  hold  live  video  meetings  on  screen  and  check  your  spelling. 

And  Windows  makes  computing  travel.  You  can  take  your  powerful  programs,  travel  3,000 
miles,  use  them,  plug  your  notebook  computer  into  a  phone  jack  and  work  as  if  you  were 
sitting  at  your  desk. 

Windows  makes  the  computer  a  tool  your  people  can  use.  And  it  is,  when  all  is  said  and 
done,  your  people  who  are  going  to  make  the  difference. 


i 


Where  do  you  want  to  go  today?’  www.microsoft.com/windows/ 
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that  enterprise,  says  Panatera.  In 
the  company’s  journey  from  main¬ 
frame  dependence  to  a  client/serv¬ 
er  system  that  connects  its  dealers 
to  its  suppliers,  equipment  is  being 
replaced  at  a  cost  of  “tens  of  mil¬ 
lions  of  dollars,”  Panatera  says. 

The  object,  among  other  things, 
is  to  improve  significantly 
Snap-on’s  support  of  the 
franchise,  increase  dealer 
productivity,  allow  dealers 
to  spend  more  time  with 
the  automotive  technician 
and  reduce  the  amount  of 
required  paperwork  (see 
“Home-Based  Improve¬ 
ment,”  Page  72). 

By  the  end  of  1997,  the  client/ 
server  installation  is  expected  to 
serve  more  than  30  sites,  including 
Snap-on  factories,  distribution  and 
customer  service  centers.  Expansion 
to  non-U. S.  sites  will  follow. 

But  it’s  the  relationship  with 
Snap-on’s  dealers  and  franchisees — 
what  Snap-on  considers  its  “cus¬ 
tomers” — that  lies  at  the  core  of 
DSS  On-Line.  Here’s  how  it  used 
to  work:  A  typical  dealer  made  an 
average  of  25  to  30  sales  calls  each 
day,  according  to  A1  Sellers,  chair¬ 
man  of  the  DSS  subcommittee  and 
dealer  in  the  Stroudsburg,  Pa., 
area.  Each  visit  was  recorded  man¬ 
ually,  whether  the  automotive  tech¬ 
nician  bought  a  single  screwdriver, 
a  dozen  different  items  or  nothing 
at  all.  The  dealer  also  collected  on 
installment  purchases  and  report¬ 
ed  those  receipts  to  the  company. 

Obviously,  the  possibility  of 
error  in  that  manual  system  was 
enormous.  “The  dealers  would  send 


their  paperwork  on  anything — the 
back  of  a  flier,  a  scrap  of  paper,  a 
fax,”  says  Nicholas  L.  Loffredo,  vice 
president  of  U.S.  sales.  Also,  with 
products  frequently  being  added  and 
dropped,  the  potential  was  great 
that  the  dealer  would  order  at  least 
one  wrong  SKU  number  and  then 


call  to  complain  when  the  wrong 
item  arrived.  “We  saved  all  the 
faxes,  all  the  mail  that  came  in,  any¬ 
thing  in  written  form,  even  if  it  was 
scribbled  on  the  side  of  a  catalog 
page  form.  We  saved  every  piece 
of  paper  to  try  to  avoid  making  a 
mistake,”  Loffredo  says. 

Some  dealers  had  computers  in 
their  home  offices  or  vans,  which 
served  as  mobile  salesrooms,  but 
most  spent  their  evenings  and 
weekends  filling  out  paper  forms 
and  mailing  or  faxing  reports  every 
few  days  to  the  regional  office  where 
a  clerk  would  enter  the  orders. 
“Historically,  dealers  would  key  the 
shipment  information  into  their 
own  inventory  management  sys¬ 
tem,  if  in  fact  they  used  one,” 
Panatera  says.  Many  didn’t,  which 
made  taking  the  end-of-year  phys¬ 
ical  inventory  another  time-con¬ 
suming  process. 

Now,  says  Sellers,  he  produces 
an  inventory  list  with  the  push  of  a 


button,  a  Snap-on  field  manager 
does  a  spot  check,  and  “what  used 
to  take  two  days  is  now  a  45-min¬ 
ute  process.”  When  the  regional 
center  fills  an  order,  it  sends  the 
dealer  an  electronic  copy  of  the 
shipping  information,  updating  the 
dealer’s  inventory  file.  Price  changes 
are  made  automatically  by 
a  shipping  advisory.  Van 
Daalwyk  says  the  compa¬ 
ny  transmits  at  least  700 
changes  each  week.  On- 
Line  dealers  no  longer 
have  to  maintain  paper 
product  files,  another  time- 
saver.  “I  would  say  we 
saved  the  average  dealer — 
and  his  wife — between  15  and  18 
hours  a  week,”  Van  Daalwyk  says. 

n  1 993,  Van  Daalwyk  went 

to  Loffredo  and  other  corporate 
executives  with  his  vision  to 
help  dealers  climb  out  from  un¬ 
der  all  that  paperwork  and  get  the 
dealers  online.  They  didn’t  buy  it  at 
first.  “I  had  my  sword  raised,  ready 
for  battle,  but  he  eventually  sold  me 
on  the  idea.  And  boy,  am  I  glad  he 
did,”  Loffredo  says.  DSS  On-Line 
now  had  an  executive  sponsor. 

Although  many  dealers  initially 
clung  to  their  paper-based  proce¬ 
dures,  Van  Daalwyk,  now  manag¬ 
er  of  DSS,  was  able  to  assemble  a 
committee  of  dealers  interested  in 
automating  the  ordering  process. 
He  trained  a  field  manager  in  each 
of  Snap-on’s  eight  branch  offices. 
Then  Loffredo  put  DSS  On-Line  on 
the  agenda  at  all  eight  regional 
sales  meetings.  The  field  managers 
demonstrated  the  system  to  the 


DSS  On-Line 
is  the  dealer's 
window  into 
the  business." 

-Larry  Fanatera 


Time  Line 


—  Work  begins  on  first 
standalone  dealer  man¬ 
agement  system 


—  Dean  Van  Daalwyk 
proposes  DSS  On-Line; 
provides  regional  demos 


—  DSS  On-Line  available  nationally,  Dealer 
Advisory  Council  endorses  the  system  and 
pushes  for  1 00  percent  participation 


—  (February) 

85  percent  of 
dealers  online 


1984  1993  1994  1995  1996  1997 


Pilot  version  of  DSS  On-Line  — 
rolled  out  to  Philadelphia 
regional  sales  center 


Marketing  — 

communications 

audit 


Work  begins  — 
on  Snap-on 
Intranet  site 


(July)  Expectation  — 
of  100  percent  dealer 
participation  in  DSS  On-Line 
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“you  mean  now 
there’s  obsolescence 
insurance  for  PCs?” 

solution 


The  latest,  greatest  PCs  fast 
become  yesterdays  news.  So  to 
keep  you  from  getting  stuck 
with  outdated  PC  equipment, 
IBM  Credit  offers  a  surprisingly 
simple  solution:  Leasing. 

You  just  set  the  lease  term  to  match 
your  PC  replacement  cycle. 
Then  at  end-of-lease,  our  flexi¬ 
bility  makes  the  logistics  of 
replacing  PCs  far  more  manage¬ 
able.  And  since  you’re  not 
tying  up  capital,  your  financial 
group  will  have  a  much  easier 
time  managing  its  budget. 

Want  a  simpler  way  to  stay  on 
top  of  your  PC  inventory? 
No  problem.  Our  Lotus  Notes® 
based  asset-management  soft¬ 
ware  makes  keeping  track  of  all 
those  PCs  a  breeze— even  if 
they’re  not  IBMs—  because  we’ll 
lease  most  any  equipment  you 
choose.  For  more  information, 
call  us  at  1  800  IBM-2468, 
ext.  FA240,  or  visit  us  at 
www.  financing,  ibm.com 


Financing  available  through  IBM  Credit  Corporation  to  qualified  state  and  local  governments,  and  commercial  customers  in  the  United  States. 
Restrictions  may  apply.  Offer  may  be  changed  or  withdrawn  at  any  time  without  notice  Lotus  Notes  is  a  registered  trademark  of  Lotus  Development 
Corp.  IBM  is  a  registered  trademark  and  Solutions  for  a  small  planet  is  a  trademark  of  IBM  Corp.  ©1997  IBM  Corp.  All  rights  reserved. 
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Snap-on  will  sell  dealers  a  titanium- 
encased  “ruggedized”  Panasonic 
laptop  built  for  durability.  “You 
can  pour  coffee  on  the  keyboard, 
and  because  it  needs  no  ventilation, 
no  dust  gets  into  it,”  he  says. 

Van  Daalwyk  has  little  sympa¬ 
thy  for  those  who  choose  consumer 
models  from  a  discount  store.  “If 
they  buy  that  cheaper  machine  and 
then  miss  serving  their  customers 
[because  it  breaks],  they  pay  the 
difference  in  cost  in  one  event 
because  of  lost  sales.  We  tell  them 
that,  but  they  don’t  all  listen.  If  they 
put  a  different  computer  on  their 
truck,  I  expect  to  hear  about  it 
within  six  months,”  he  says. 

The  software  for  DSS  On-Line 
comes  with  the  computer;  dealers 
are  charged  a  $20  monthly  fee  that 
entitles  them  to  toll-free  technical 
support,  maintenance  upgrades  for 
the  software,  another  toll-free  num- 


RobertGingras 

is  busy  tying 
dealers  to  in¬ 
tranets  and 
back-office 
applications. 


dealers  “and  absolutely  wowed 
them,”  Loffredo  says.  Field  man¬ 
agers  were  able  to  demonstrate  to 
dealers  how  much  time  they  saved, 
how  they  managed  inventory  and 
how  their  sales  increased  because 
they  could  spend  more  time  with 
customers.  “Testimonials  are  what 
really  sell  the  stuff,  and  we  started 
seeing  the  system  take  hold,” 
Loffredo  says. 

Dealers  are  free  to  buy  their 
computers  from  anyone,  but  “be¬ 
cause  of  price  pressure  and  compe¬ 


Snap-on's  Toolbox 

■  PC-compatible  486  processor 
(Ruggedized  Panasonic  laptop 
recommended,  Pentium  preferred) 

■  16MB  of  RAM 

■  Floppy  disk  drive  (3.5"  or  5.25") 

■  540MB  hard-diskdrive 

■  28.8-baud  Hayes  compatible 
modem 

■  2x  CD-ROM  drive 

■  Heavy-duty  dot-matrix  printer 

■  Windows  95 

■  Hatala  Systems  Software 


tition,  most  computer  makers  are 
building  much  less  ruggedness  into 
their  portables  than  they  used  to. 
The  quality  isn’t  there  anymore,” 
Van  Daalwyk  says.  The  PC  must 
contend  with  the  constant  vibra¬ 
tion  of  the  Snap-on  truck  as  well  as 
grit  and  moisture.  So,  for  $3,600, 


her  to  communicate  with  Snap-on 
and  other  benefits.  For  an  addi¬ 
tional  $250  per  year  for  the  three- 
year  life  of  the  warranty,  dealers 
can  get  a  replacement  machine 
shipped  overnight  instead  of  being 
“out  with  the  ‘computer  flu’  while 
they  wait  for  repairs,”  Van  Daal¬ 


wyk  says.  “Our  goal  is  to  keep  the 
people  out  there  selling  tools  and 
collecting  money.” 

Despite  the  system’s  benefits, 
there  were,  of  course,  holdouts 
among  some  of  the  dealers.  Loffredo 
says,  “We  had  dealers  with  20  or  25 
years  in  the  business  saying,  ‘Nick, 
what  are  you  trying  to  do  to  me?  Is 
this  Big  Brother  watching?”’  Twen¬ 
ty-year  veteran  Jim  Murray,  in 
Nutley,  N.J.,  bristled  at  being  told 
how  to  run  his  business.  He  insist¬ 
ed  that  using  a  computer  would 
take  him  more  time,  not  less.  He 
bought  one  of  the  Compaq  laptop 
computers  Van  Daalwyk  was  push¬ 
ing  at  the  time,  but  he  didn’t  take  it 
out  of  the  box  for  nearly  two  years. 

Finally,  Murray  decided  to  give 
it  a  try.  Now  he’s  one  of  DSS  On- 
Line’s  staunchest  supporters.  “It 
used  to  take  me  20  minutes  to  get 
credit  approval  for  a  customer  by 
phone.  Now  it  takes  less  than  five 
minutes.  I  used  to  have  to  write  out 
an  order  sheet  for  50  or  more  items 
by  hand  every  day.  Now  I  punch  it 
into  the  computer,  plug  the  phone 
into  the  laptop  when  I  get  home  at 
night,  and  off  it  goes,”  he  says. 

Murray  figures  his  sales  have 
increased  by  20  percent  since  he 
started  using  DSS  On-Line  simply 
because  he  can  spend  more  time 
with  his  customers.  Also,  Murray 
figures  to  have  saved  well  over  20 
work  hours  recently  when  he  used 
DSS  On-Line  to  take  his  inventory. 
“I  was  very  stubborn  as  far  as  get¬ 
ting  online  was  concerned.  To  have 
a  $4,000  system  sitting  in  my  office 
for  two  years  was  pretty  dumb,”  he 
admits.  His  only  problem  now  is 
that  his  laptop’s  battery  is  long 
dead,  and  Compaq  no  longer  sup¬ 
plies  it,  so  he  can’t  bring  the  laptop 
into  customers’  shops  as  he  would 
like  to  do. 


While  Van  Daalwyk 

works  with  the  dealers 
to  enhance  the  online 
system,  Robert  S.  Gin- 
gras,  manager  of  electronic  com¬ 
merce  is  busy  tying  the  DSS  On- 
Line  system  in  with  the  Baan 
back-office  applications.  Currently, 
DSS  On-Line  runs  through  AT&T’s 
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Today,  every  flight  is  a  connecting  flight.  Behind  an  airports  passengers  and  cargo  are  endless  streams  of  voices 
and  data  connected  and  moved  by  sophisticated  communications  networks.  Because  we  see  these  high-speed 
networks  as  logical  extensions  of  electronic  connectors,  AMP  plays  an  important  role  in  this  unseen,  but  critical 
process.  You’ll  see  AMP  innovation  in  our  networking  products,  which  include  cabling,  network  interface  cards, 
hubs,  transceivers,  fiber  optics,  copper  and  wireless  systems.  Just  as  important,  you’ll  also  see  it  in  die  way  we  inte¬ 
grate  these  technologies,  to  help  bring  our  customers  greater  connectivity,  higher  bandwidth,  lower  maintenance 
costs  and  a  longer  useful  life  for  their  networks.  You  may  never  think  of  an  airport  as  a  “connector.”  But  the  net¬ 
works  that  control  your  city’s  air  traffic,  finances,  and  communications  will  work  better  because  we  do. 


AMP  Incorporated,  Harrisburg,  PA  17105-3608.  Contact  your  regional  center:  USA  1-800-522-6752.  Canada  905-470-4425. 
United  Kingdom  44-1753-676800.  Singapore  65-482-0311.  Japan  81-44-813-8502. 


www.amp.com  AMP  and  Connecting  at  a  Higher  level  are  trademarks. 
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EasyLink  value-added  network 
using  “tried-and-true  EDI  with  a 
proprietary  file  transfer,  the  way 
the  automotive  industry  did  it  be¬ 
fore  ANSI  standards  came  out,” 
Gingras  says.  The  decision  to  use 
AT&T’s  service,  he  says,  “came 
down  to  cost  and  the  other  agree¬ 
ments  we  had  with  them.  We  want¬ 
ed  to  do  a  complete  solution  with 
one  vendor  rather  than  dancing 
around  with  a  few.” 

Gingras  also  works  with  prod¬ 
uct  managers  and  the  marketing 
communications  department  to 
provide  an  intranet  for  the  deal¬ 
ers,  who  can  reach  the  World 
Wide  Web  site  ( www.snapon.com ) 
through  the  AT&T  link  or 
through  their  own  Internet  service 
providers.  The  intranet  site  idea 
came  as  the  result  of  a  communi¬ 
cations  audit  conducted  by  June 
Lemerand,  marketing  communi¬ 
cations  manager,  and  content  edi¬ 
tor,  Lynn  Behlendorf.  The  two  are 
responsible  for  communicating 
with  the  sales  force.  They  placed 
themselves  on  mailing  lists  main¬ 
tained  by  the  regional  distribution 
centers  to  see  what  the  company 
was  sending  dealers.  “We  were  in¬ 
undated  with  hard  copy,”  Behl¬ 
endorf  says.  “We  received  a  big 
packet  of  catalog  inserts  bearing 
product  announcements  every 
two  weeks.  The  branches  sent 
things,  departments  sent  things, 
and  one  hand  didn’t  know  what 
the  other  was  sending.” 

It  was  also  obvious  at  regional 
sales  meetings  and  with  the  tabu¬ 
lated  audit  results  that  dealers 
weren’t  reading  everything  they 
received,  sometimes  resulting  in 
inaccurate  price  quotes  and  missed 
inventory  closeout  sales  opportu¬ 
nities.  Concerned  with  the  com¬ 
munications  failure,  Lori  Richard¬ 
son,  senior  director  of  marketing, 
proposed  the  site  to  Lemerand. 
“We  saw  the  Web  site  as  a  way  of 
solving  the  paper  problem  and  the 
timeliness  issue,”  Behlendorf  says. 

Lemerand  was  concerned  wheth¬ 
er  the  dealer  audience  would  accept 
electronic  information  instead  of 
paper.  She  and  Behlendorf  took 
the  idea  to  the  Dealer  Advisory 


Council  and  won  resounding 
endorsement.  “We  are  finding 
from  our  customers  that  they  are 
indeed  ready,”  says  Lemerand. 

Today,  dealers  can  go  to  the  site 
for  the  latest  information  on  Snap- 
on  products  and  prices,  a  newslet¬ 
ter  from  Loffredo  and  access  to  a 
newsgroup  intended  to  promote 
communication  among  dealers.  A 
section  called  Managing  Your 
Business  provides  information  on 
financing  programs,  insurance 
options,  retirement  planning  and 
tax  information  as  well  as  an  in¬ 
teractive  lesson  on  measuring  the 
performance  of  the  dealer’s  busi¬ 
ness.  Dealers  can  download  pro- 

"It  used  to  take  me 
20  minutes  to  get 
credit  approval  fora 
customer  by  phone. 
Now  it  takes  less 
than  five  minutes. 

I  used  to  have  to 
write  out  an  order 
sheet  for  50  or  more 
items  by  hand  every 
day.  Now  I  punch  it 
into  the  computer, 
plug  the  phone  into 
the  laptop  when 
I  get  home  at  night, 
and  off  it  goes." 

-Jim  Murray 

fessionally  prepared  flyers  in  PDL 
format  to  print  and  distribute  to 
their  customers. 

Although  using  DSS  On-Line  is 
required  only  of  Snap-on’s  fran¬ 
chise  holders,  by  May,  more  than 
85  percent  of  the  dealers  had  also 
complied.  And  while  not  compul¬ 
sory  for  everyone,  the  advisory 


council  has  endorsed  and  hopes 
for  100  percent  participation.  At 
the  end  of  July,  as  a  further  moti¬ 
vation,  Snap-on  plans  to  stop  pro¬ 
viding  catalog  pages  and  price 
updates  on  paper,  leaving  remain¬ 
ing  refuseniks  at  a  disadvantage. 
“When  we  pull  the  product  an¬ 
nouncements  from  the  mailings, 
that  will  be  a  big  incentive,” 
Behlendorf  says. 

UTSIDE  OBSERVERS  SEE 

Snap-on  as  one  of  the 
prime  movers  in  the  cur¬ 
rent  trend  of  getting  closer 
to  customers.  “These  people  are 
really  becoming  more  relevant  to 
the  success  of  their  dealers,”  says 
Bred  Wiersema,  an  independent 
business  strategist  in  Boston,  and 
author  of  Customer  Intimacy 
(Knowledge  Exchange  Press,  1996) 
and  co-author  of  The  Discipline  of 
Market  Leaders  (Addison-Wesley, 
1995).  “It  comes  down  to  Snap-on 
Tools  knowing  something  that  it 
can  convey  to  the  dealer  so  that  the 
dealer  now  runs  his  business  bet¬ 
ter,”  he  says.  Obviously,  more  suc¬ 
cessful  dealers  mean  a  more  suc¬ 
cessful  Snap-on. 

That  is  not  an  entirely  new  con¬ 
cept,  Wiersema  points  out.  Lord 
Motor  Co.  put  a  system  in  place 
about  10  years  ago  to  help  its  deal¬ 
erships  sell  and  manage  better. 
“What  is  new  here  is  the  very  heavy 
use  of  information  technology  to 
give  the  dealers  a  far  better  window 
into  what  makes  their  business  run 
and  what  doesn’t.” 

Wiersema  and  Panatera,  who 
don’t  know  each  other,  share  that 
window  metaphor.  Says  Panatera, 
speaking  of  the  MRP,  manufac¬ 
turing  and  forecasting  systems  that 
the  dealer  system  feeds,  “DSS  On- 
Line  is  the  dealer’s  window  into  the 
business.  We  had  to  put  all  this  other 
stuff  in  place,  too,  or  the  window 
would  be  pretty  dirty.”  BE! 

Associate  Editor  Elaine  M.  Cum¬ 
mings  can  be  reached  via  e-mail  at 
cummings@cio.com.  Miryam  Wil¬ 
liamson  is  a  journalist  in  Warwick, 
Mass.  She  can  be  reached  via  e-mail 
at  mwilliamson@reporters.net. 
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Steer  Clear  Of 
IT  Management  Roadblocks. 


Choose  A  Partner  Who  Thjnks 
Beyond  The  Technology.  As  your 
corporation  grows  and  changes,  your 
end-user  demands  literally  explode. 
The  need  to  manage  your  IT  infra¬ 
structure  and  provide  exceptional 
support  has  never  been  more  critical. 
That's  why  you  need  a  partner  who 


specializes  in  technology  manage¬ 
ment  services  —  not  just  technology. 
H  Inacom  offers  you  a  proven, 
comprehensive  menu  of  high-end 
consulting,  procurement,  integration 
and  support  services  that  focus  on 
helping  you  get  control  of  your 
expanding  enterprise.  We  re  a  world 


leader  in  providing  business-driven 
strategies  to  help  you  efficiently  and 
economically  manage  your  systems 
and  knock  down  roadblocks.  Call  us 
to  show  you  how. 

I  inacom  1 

Technology  under  control. 

800-664-9122  http://www.inacom.com  NASDAQ:  INAC 
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If  the  net  is  all  about  breaking  down  walls,  how  do  you  make  sure  a 
few  still  remain?  The  Internet  promises  accessibility.  That  is  also  its 
threat.  But  with  HP’s  Praesidium  enterprise  security  solutions  like 
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STRATEGIC  PLANNING 


It  may  seem  pessimistic  in  thefirstflush  of  a  new  partnership, 
but  companies  should  also  plan  for  an  alliance's  dissolution 

BY  MIRYAM  WILLIAMSON 


Reader ROI 


CIOs  CAN  HELP  THEIR  COMPANIES 

plan  successful  business  alliances. 

From  this  article,  you'll  learn: 

►  How  to  plan  for  a  successful 
partnership 

►  The  ingredients  of  a  successful 
partnership 

►  How  to  minimize  the  disruption 
of  a  failed  partnership 


The  enormous  energy  that  companies  put  into  downsizing,  busi¬ 
ness  reengineering  and  total  quality  management  has  been  ex¬ 
hausted,  for  good  or  ill.  What  those  efforts  had  in  common,  says 
Richard  Ruff,  vice  president  of  business  development  at  Huth- 
waite  Inc.,  a  research-based  sales  training  firm  in  Purcellville,  Va.,  is  that 
they  were  all  focused  internally.  “When  all  was  said  and  done,  compa¬ 
nies  engaged  in  those  efforts  ended  up  unable  to  achieve  a  real  competi¬ 
tive  edge  in  the  marketplace,”  says  Ruff,  co-author  of  Getting  Partnering 
Right  (McGraw-Hill,  1996).  “So  they  started  looking  around  to  see 
what  else  they  could  do  to  achieve  a  competitive  advantage.  That  was  the 
genesis  of  the  partnering  movement.” 

No  one  seems  to  be  gathering  statistics,  but  evidence  of  the  growing  pop¬ 
ularity  of  intercorporate  coupling  is  everywhere.  The  underlying  theory, 
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Ruff  says,  is  that  “there  may  be  more  opportunity 
in  the  future  to  increase  productivity  between  orga¬ 
nizations  rather  than  within  organizations.” 

The  impulse  to  create  partnerships  may  originate 
at  almost  any  level  of  the  corporation.  At  the  CEO 
level,  partnership  deals  are  likely  to  involve  an 
equity  investment.  Research  and  development  or 


jEN  .  / ' 

Savvy  CIOs  are 

learning  the  finer 

points  of  making 

Iff"  jy. 

partnerships  work . 

technology  transfer  alliances  are  more  commonly 
made  at  the  vice  presidential  level  or  even  lower. 
Marketing  and  distribution  deals  are  typically  made 
by  the  heads  of  companies’  sales  organizations.  But 
no  matter  who  strikes  the  deal,  the  CIO  always  has 
an  important  role  to  play,  experts  say.  Information 
flow  is  crucial,  whatever  form  the  arrangement  takes. 
“As  a  matter  of  fact,”  Ruff  says,  “I  think  the  CIO 
would  be  pivotal.”  Most  CIOs  have  a  more  holistic 
outlook  on  the  company  than  those  who  head  busi¬ 
ness  units  or  functional  organizations,  says  John  C. 
King,  president  of  King  Information  Group  Inc.,  a 
consultancy  in  Peachtree  City,  Ga.  “The  CIO  has  a 
project  management  perspective  and  is  more  likely 
than  most  executives  to  understand  the  effects  on  the 
company  of  a  transition  to  a  partnership,”  he  adds. 

AS  THEY  BROADEN  the  scope  of  their  contribution 
to  the  companies  they  serve,  savvy  CIOs  are 
learning  the  finer  points  of  making  partner¬ 
ships  work.  Their  participation  in  the  planning  of 
alliances — and  not  just  in  implementing  them — 
may  be  just  what  it  takes  to  improve  the  partner¬ 
ship  track  record,  particularly  in  relationships  be¬ 
tween  customers  and  suppliers. 

And  improvement  clearly  is  needed.  About  55 
percent  of  business  partnerships  break  up  within 
three  and  a  half  years,  says  Larraine  Segil,  co¬ 
founder  and  partner  in  The  Lared  Group,  a  Los 
Angeles-based  management  consultancy.  The 
author  of  Intelligent  Business  Alliances  (Times 
Business/Random  House,  1996),  Segil  says  incom¬ 
patibility  of  corporate  management  styles  and  proj¬ 
ect  goals  are  the  factors  that  most  often  cause  part¬ 
nerships  to  come  unglued. 

Helping  alliance  partners  work  out  their  differ¬ 
ences  is  a  specialty  of  Gene  Slowinski,  director  of 
strategic  alliance  studies  at  Rutgers  University  in 
Newark,  N.J.,  and  managing  partner  at  Alliance 
Management  Group  in  Gladstone,  N.J.  Traditional 
methods  of  conflict  resolution — mediation,  arbi¬ 


tration  and,  when  all  else  fails,  litigation — are  inad¬ 
equate,  he  says.  Looking  for  a  better  way,  he  stud¬ 
ied  the  work  of  marriage  counselors  and  learned 
that  successful  relationships  depend  on  a  close 
match  in  what  the  partners  expect  of  each  other. 
“The  further  those  expectations  diverge,  the  worse 
the  marriage,”  he  says.  “There  comes  a  point  when 
expectations  are  so  far  apart  that  the  best  thing  a 
marriage  counselor  can  do  is  help  the  couple  dis¬ 
solve  the  relationship  peacefully.” 

Slowinski  tells  the  case  of  a  partnership  between 
a  large  pharmaceutical  company  and  a  small 
biotechnology  company.  The  biotech  company 
expected  to  incorporate  some  of  its  technology  into 
one  of  the  pharmaceutical  company’s  products  and 
get  it  to  market  in  18  months,  a  critical  deadline 
because  the  biotech  company  would  run  out  of 
money  in  two  years  without  a  successful  entry  to 
the  market.  The  larger  partner  felt  no  urgency  and 
expected  to  explore  the  smaller  company’s  tech¬ 
nology  at  a  more  leisurely  pace.  “The  conflict  fil¬ 
tered  down  to  [line  employees],”  Slowinski  says. 
When  the  pharmaceutical  company  dedicated  one 
of  its  best  scientists  to  the  relationship  to  explore 
the  technology,  the  small  company  thought  she  was 
there  to  blend  the  two  products.  “[But]  before  long 
the  small  firm  called  the  larger  one  to  demand  that 
they  remove  the  woman  because  she  wasn’t  doing 
her  job.”  The  perception  that  she  was  inadequate 
arose  because  the  expectations  of  the  two  partners 
were  so  different,  Slowinski  says. 

Though  more  than  half  of  all  parnerships  fail, 
some  go  on  for  generations.  In  1942,  top  manage¬ 
ment  from  Dow  Chemical  Co.  and  its  customer, 
Corning  Glass  Works,  met  to  discuss  joint  develop¬ 
ment  of  silicon  resins  needed  for  the  U.S.  war  effort. 
The  result  was  Dow  Corning.  What  began  as  a  hand¬ 
shake  agreement  and  an  initial  investment  of  $5,000 
from  each  side  continues  in  effect,  although  a  recent 
Chapter  1 1  bankruptcy  filing  inspired  by  a  spate  of 
product  liability  lawsuits  widened  the  gap  between 
the  parent  companies  and  the  joint  venture.  “When 
you  ask  partners  who  have  been  successful  over  time 
what  makes  it  work,  they  say,  ‘It’s  all  about  trust,”’ 
Ruff  says.  “It  is  interesting  to  hear  businesspeople 
talk  in  those  terms.” 

LIKE  TRUST,  SHARED  strategic  vision  is  an  impor¬ 
tant  component  of  a  successful  partnership. 
“Both  parties  must  understand  in  detail  their 
business  objectives  for  the  alliance,  and  that  under¬ 
standing  has  to  be  at  a  greater  level  of  detail  and 
discipline  than  normal  business  planning,”  says 
Matthew  W.  Sagal,  senior  partner  at  Alliance  Man¬ 
agement  Group.  But  even  when  goals  are  the  same, 
it’s  crucial  that  those  negotiating  the  arrangement 
communicate  their  shared  vision  to  those  assigned 
to  carry  it  out,  Lared  Group’s  Segil  points  out.  She 
was  once  hired  to  salvage  a  failing  partnership  be- 
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tween  an  oil  refiner  and  one  of  its  suppliers.  “We 
found  that  even  though  the  two  CEOs  were  inter¬ 
ested  in  the  same  goal,  they  had  never  communi¬ 
cated  that  to  the  troops,”  she  says.  As  part  of  the 
deal,  the  refiner’s  technology  development  was  to 
be  outsourced  to  the  supplier.  “The 
folks  on  |  the  refiner’s]  side  of  the 
partnership  were  extremely  territo¬ 
rial  and  unwilling  to  collaborate,” 

Segil  recalls,  and  eventually  the  al¬ 
liance  collapsed. 

But  successful  tightly  coupled  out¬ 
sourcing  alliances  can  be  gratifying.  In 
1993,  a  planned  five-year  partnership 
between  Hughes  Electronics  Corp.  in 
Los  Angeles  and  software  vendor 
Sherpa  Corp.  in  San  Jose,  Calif.,  was  negotiated  by 
Hughes  CIO  James  C.  Woods  and  then-CEO  of 
Sherpa  Steven  Schopback  (see  “Rocket  Science,” 
CIO,  Sept.  1,  1996).  The  partnership  passed  the 
four-year  mark  with  flying  colors.  Flexibility  on  both 
sides  has  been  a  prime  ingredient  in  the  relationship’s 
success.  “It  is  very  important  that  it  be  looked  upon 
as  a  relationship  rather  than  a  contractual  arrange¬ 
ment,”  Woods  says.  “Our  partnership  has  survived 
despite  all  that  we  didn’t  know  when  we  put  the  con¬ 
tract  together.”  The  entire  body  of  technical  knowl¬ 
edge  doubles  every  five  years,  Woods  says,  “making 
it  difficult  to  put  a  contract  in  place  that  can  keep  up 
with  the  movement  and  change  in  technology.” 

Though  some  events  are  unforeseeable,  exhaus¬ 
tive  preparation  is  a  must.  “Detailed  planning  is  not 

Tips  for  a  Successful 
Partnership 

Any  resemblance  to  marriage  may  not  be  wholly  coincidental 

1 .  Look  for  a  partner  with  compatible  values  and  business  goals. 

2.  Be  clear  about  what  each  partner  expects  of  the  other. 

3.  Avoid  promiscuous  partnering.  Be  sure  your  partners  do  the 
same. 

4.  Plan  for  the  protection  of  intellectual  property  that  each  partner 
brings  to  the  relationship. 

5.  Determine  what  will  happen  to  products  and  processes  jointly 
developed  if  the  relationship  goes  sour. 

6.  Be  flexible.  Don't  expect  a  contract  to  anticipate  every  possible 
circumstance. 

7.  Define  fully  the  business  benefit  each  party  anticipates.  Be  sure 
your  partner's  definition  matches  yours. 

8.  Develop  a  method  to  measure  success,  both  quantitatively  and 
qualitatively. 

9.  Pay  careful  attention  to  delineating  boundaries,  commitments 
and  rights. 

10.  Meet  conflict  head-on.  Don't  wait  until  it  explodes. 

-M.  Williamson 


given  high  status  in  most  companies,”  Sagal  says. 
“We  are  an  action-oriented  culture,  and  there’s  not 
a  lot  of  credit  given  for  planning.  There’s  a  ‘let’s  get 
on  with  it’  attitude  in  most  companies.” 

Segil  agrees.  “When  a  failure  occurs,  it  is  almost 


always  possible  to  trace  it  back  to  an  error  in  prepa¬ 
ration,”  she  says.  Thorough  planning  requires  a 
frank  discussion  of  weaknesses,  a  distasteful  topic 
in  corporate  circles.  “Planning  for  a  product  devel¬ 
opment  alliance,  for  example,  requires  a  company 
to  recognize  its  shortfalls.  That’s  why  it  needs  a 
partner,  and  that’s  tough  to  face  up  to,”  Sagal  says. 

Many  successful  partnerships  start  off  with  a 
friendly  relationship  between  the  negotiators,  but  that 
can  take  the  partnership  only  so  far.  Then  it  becomes 
a  matter  of  doing  the  hard  work  of  sitting  down  and 
sharing  visions  and  data.  “Friendship  is  a  great  starter, 
but  you  need  more,”  Ruff  says.  Woods  agrees. 
Although  he  negotiated  the  Sherpa  contract  with 
Schopback,  the  companies’  relationship  has  remained 
strong  under  Schopback’s  successor,  John  Moore. 
“The  key  synergy  is  in  the  goals  and  objectives,  and 
what  each  company  can  do  for  the  other  in  the  mar¬ 
ketplace,”  not  the  personalities  involved,  Woods  says. 

QUESTIONS  THAT  COME  up  during  negotiations 
are  largely  independent  of  the  industry  in 
which  the  participants  operate.  How  to  protect 
intellectual  property — which  may  take  the  form  of 
software,  methods,  trade  secrets  or  any  other  arti¬ 
fact  of  minds  at  work — tops  almost  everyone’s  list. 

“Provision  for  intellectual  property  is  usually  the 
most  poorly  crafted  component  of  any  alliance  rela¬ 
tionship,  and  more  alliances  end  up  in  court  over 
intellectual  property  disputes  than  all  other  reasons 
combined,”  says  Slowinski.  He  defines  two  parts 
to  the  problem:  property  that  each  partner  brings 
to  the  relationship  and  property  that  results  from 
their  collaboration. 

In  the  first  instance,  he  says,  complications  arise 
if  an  alliance  has  outsourcing  aspects,  as  the  out¬ 
sourcer  may  be  serving  the  customer’s  competitors. 
“There  is  no  way  we  can  prevent  polluting  each  other 
with  our  intellectual  property,”  Slowinski  says.  “The 
questions  [each  participant  should  ask  the  other]  are, 
‘What  right  do  I  have  to  use  your  intellectual  prop¬ 
erty  in  my  business?’  and  ‘Can  I  license  it  to  your  chief 
competitor?’”  Woods  faced  this  issue  head-on  in 
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negotiating  with  Sherpa  for  enhancements  to  the  soft¬ 
ware  vendor’s  product  data  management  (PDM) 
application.  Sherpa  was  a  relatively  small  company 
and  Hughes  was,  well,  huge.  But  Sherpa  had  knowl¬ 
edge  of  PDM  that  Hughes  lacked,  and  Hughes  had 
financial  resources  and  technical  expertise  that  could 
help  Sherpa  tailor  its  product  to  the  electronics  mar¬ 


ketplace.  “It  was  to  our  advantage  to  work  with  them 
and  help  them  succeed  [in  the  marketplace],”  Woods 
says.  By  agreeing  to  let  Sherpa  market  the  resulting 
product  to  others,  Woods  explains,  “we  would  get 
the  benefit  of  other  companies’  participation  in  soft¬ 
ware  maintenance  costs.  That  was  our  motivation.” 

But  reality  doesn’t  always  work  out  that  well. 
Slowinski  tells  of  a  large  electronics  company  that 
built  a  new  type  of  laser  but  didn’t  have  the  appro¬ 
priate  marketing  capability.  The  company  signed  a 
five-year  contract  giving  a  smaller  laser  company 
exclusive  rights  to  sell  the  product.  “The  small  com¬ 
pany  did  absolutely  nothing  with  that  laser  for  the 
full  five  years  because  it  saw  it  as  competition  with 
one  it  already  sold,”  he  says.  “The  intellectual  prop¬ 
erty  of  the  large  company  was  tied  up,  and  there 
was  nothing  the  large  company  could  do  about  it.” 

The  second  aspect  of  planning  what  to  do  about 
intellectual  property  concerns  intellectual  property 
that  grows  from  the  partnership.  “It’s  difficult,  if  not 
impossible,  to  determine  who  developed  what,”  says 
Slowinski.  Care  must  be  taken  to  delineate  each 
partner’s  rights  to  anything  developed  jointly.  This 
is  often  a  very  contentious  issue,  Sagal  notes. 

OTHER  CONTRACT  ISSUES  that  require  close  scru¬ 
tiny  involve  the  resources  of  each  party.  Cate¬ 
gories  such  as  personnel  funds,  patents,  techni¬ 
cal  know-how  and  market  access  should  be  listed 
with  specificity,  Sagal  says.  Time  lines  and  milestones 
must  be  delineated  as  well  as  the  limits  of  the  agree¬ 
ment.  “It’s  very  common  for  partners  to  cooperate 
within  a  certain  area  and  compete  outside  it  and  to 
allow  those  boundaries  to  change  over  the  life  of  the 
agreement,”  Sagal  says.  Specifying  the  circum¬ 
stances  under  which  changing  such  limits  should  be 
allowed  may  be  an  important  point  in  the  contract. 

Potential  partners  also  need  to  define  success  and 
failure.  Segil  says,  “Success  is  a  moving  target,  and 
the  definition  of  success  has  to  be  both  quantita¬ 
tively  and  qualitatively  defined.”  As  for  failure, 
“under  what  conditions  can  one  party  walk  away?” 
asks  Sagal.  “That  tends  to  be  given  short  shrift  in 


negotiations  because  it’s  unpleasant  to  talk  about.” 

Minds  change  in  business  more  often  than  one 
might  guess.  As  CIO  of  Delta  Airlines,  King  negoti¬ 
ated  a  joint  venture  with  AT&T  Corp.’s  Global 
Information  Solutions  business  unit  that  late  in  1994 
created  TransQuest  Information  Solutions  (see 
“Ready  for  Takeoff,”  CIO,  Sept.  15, 1995).  The  fit 
seemed  perfect.  Delta  wanted  to  separate  its  software 
development  organization  from  the  airline  business 
because  Delta’s  union  contract  was  inappropriate 
for  IT  professionals,  and  AT&T  wanted  to  establish 
a  presence  in  the  outsourcing  market  for  software 
development.  However,  less  than  a  year  into  the  joint 
venture,  the  person  at  AT&T  who  sponsored  the 
joint  venture  left  the  company;  support  for 
TransQuest  evaporated.  Part  of  the  problem,  King 
says,  was  that  “Delta  just  gobbled  up  every  bit  of 
[software  development]  capacity  that  TransQuest 
could  provide,”  so  TransQuest  couldn’t  take  on  any 
other  customers.  AT&T’s  expansionist  goals  for  the 
deal  were  not  being  met.  The  Delta- AT&T  agree¬ 
ment  was  flexible  enough  to  allow  Delta  to  take  over 
TransQuest  without  a  financial  loss,  but  AT&T  had 
to  relinquish  its  investment  in  order  to  walk  away. 

The  TransQuest  partners  may  have  fallen  prey  to 
one  of  the  more  common  traps  of  alliance-making: 
failure  to  think  about  what  might  change.  Says  Segil, 
“When  the  excitement  of  the  hunt  is  on,  people  tend 
to  lose  their  minds.  They  are  so  excited  about  the 
chase,  they  forget  to  think  about  what  they  are  chas¬ 
ing.”  Merely  being  asked  to  form  a  partnership  is  flat¬ 
tering,  but  Segil  cautions  against  accepting  the  first 
offer  that  comes  along.  “If  a  [prospective]  partner 
comes  to  your  company  and  suggests  a  relationship, 
it  behooves  you  strongly  to  get  out  there  and  see  if 
they  are  the  only  ones  offering  that  opportunity,”  she 
says.  “You  don’t  have  to  accept  the  first  suitor.” 

Partnering  isn’t  for  everyone,  adds  Ruff.  “One 
of  the  myths  in  the  business  is  that  because  part¬ 
nering  is  a  good  thing,  then  more  is  better,  and  that’s 
not  true,”  he  says.  “You  should  partner  with  only  a 
few  people  because  it  takes  a  lot  of  energy  to  create 
real  synergy.  Your  company  is  going  to  change  and 
your  partner’s  company  will,  too.” 

Woods  cautions  against  getting  overly  legalistic 
in  reaching  a  partnership  agreement.  “The  prudent 
businessperson  will  work  with  and  listen  to  their 
counsel’s  advice,  but  in  the  end  it’s  not  the  lawyers 
who  will  have  to  live  with  the  agreement.  Lawyers 
work  so  hard  and  so  long  on  what  happens  if  the 
deal  goes  bad.  Maybe  if  we  put  the  same  energy  and 
talents  into  making  the  deal  work,  then  we  wouldn’t 
have  to  hedge  our  bets  so  much.  In  the  end,  it’s  sim¬ 
ple:  The  people  who  get  the  highest  rewards  have 
taken  the  greatest  risks.”  BE! 

Miryam  Williamson  is  a  journalist  in  Warwick, 
Mass.  She  can  be  reached  via  e-mail  at 
mwilliamson@reporters.net. 
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Who  does  911  coll? 


The  Surrey  Police,  like  public  safety  agencies  around  the  world,  turn  to  Intergraph® 
and  our  InterServe  line  of  servers  for  mission-critical  performance  on  Windows  NT! 


p 


PP*1 


With  hardware  failures  and  data  losses  hampering  its 
mainframe-based  dispatch  system,  the  Surrey,  England  police 
pursued  a  state-of-the-art  solution.  After  an  extensive 
investigation,  they  chose  Intergraph's  International  Public  Safety 
group  to  implement  a  new  high-speed  9-9-9  system  (the  British 
version  of  9-1-1). 

At  the  heart  of  this  Windows  NT-based  system  are  high- 
performance  InterServe™  servers.  Powered  by  Intel's  200  MHz 
Pentium®  Pro  processors,  InterServe  consistently  dominates  the 
industry's  most  respected  benchmarks  in  server  price/perfor- 
mance.  Together  with  our  TD  professional  workstations  and 
dispatch  software,  they  deliver 


The  world 
is  moving  to 
WindowsNT. 
We'll  take 
you  there. 


the  performance  and  sav¬ 
ings  the  police  were  after. 

No  company 

understands  Windows  NT  like 
Intergraph  Computer  Systems.  In  1992,  we  migrated  all  of  our 
hardware  and  software  products  to  Windows  NT.  We're  Windows  NT 
experts  from  top  to  bottom,  helping  customers  deploy  almost 
every  type  of  application  from  databases  to  messaging. 

And  as  the  Surrey  Police  discovered,  InterServe  servers  are 
just  part  of  Intergraph's  total  system  solution.  We  also  offer 
storage,  site  management,  networking  and  interoperability  tools, 
plus  complete  lines  of  award-winning  3D  PCs  and  3D  graphics 
workstations.  And  every  solution  is  backed  by  our  own  worldwide 
service,  support,  and  consulting. 

When  you're  ready  to  make 
the  move  to  Windows  NT, 
call  the  experts  at 
1-800-763-0242. 

Or  reach  us  on  the 
Internet  at  www. 
intergraph.com/ics. 
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No  matter  what 
hardware  you’ve 
got,  we’ve  got 
the  pieces  to  get 
you  switched. 
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Ether Je* 

IBM 

Our  Ether  Jet  PC 
Card  has  a  Wake  on 
L4N"  feature,  giving 
IT  maintenance 
access  24/7. 


The  8210  MSS  Server 
updates  you  instantly 
by  integrating  you  r 
current  LANs  with 
new  ATM  networks. 


Nivays ”  management 
software  helps 
you  monitor  LAN, 
ATM  and  remote 
networks. 


For  further  Information,  fax  1 800 IBM-4FAX,  doc.  #  7718,  or  in  Canada,  call  1 800  IBM- CALL,  ext.  8096.  The  IBM  home  page  la  located  at  www.ihm.com.  Any-to-any  connectivity  rotors  k>  norv 
proprietary  systems  only.  IBM.  Wake  on  LAN,  Nways.  and  Solutions  for  a  small  planet  are  trademarks  of  IBM  Corporation  in  the  U.S.  andtor  other  countries.  ©  1997  IBM  Corp.  AS  rights  reserved. 


“how  do  I  turn 
the  network 
I’ve  got  into  the 
network  I  need?” 

solution 


So  it’s  up  to  you  to  reinvent  your 
network.  Again.  May  we  suggest 
an  IBM  network  solution? 

We  can  integrate  switching  with 
your  current  systems  no  matter 
what’s  floating  around. 

Keep  your  servers.  Keep  your  routers. 
We  ll  show  you  how  to  maximize 
every  piece  you’ve  painstakingly 
placed.  Often,  it’s  as  simple  as 
assigning  parts  a  new  role  in 
the  greater  switched  scheme. 

Of  course,  you  won’t  have  to  wait  for 
the  benefits  of  IBM’s  any-to-any 
connectivity.  We  can  add  speed 
and  bandwidth  to  hot  spots 
today  without  compromising 
your  flexibility  tomorrow.  Grow 
at  your  own  rate.  You  can  still 
reconfigure  any  way  you  like 
without  starting  from  scratch. 


Call  1  800  IBM-2468,  ext.  DA007, 


to  find  out  how  switching  can 
make  sense  of  what  you’ve 
got.  Or  you  can  visit  us  at  www. 
networking,  ihm.com/ netad . 
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Remote  Access 


A  growing  off-site  workforce 
makes  a  fast ,  reliable  external 
network  access  strategy  the 
newest  business  imperative 

BY  JOHN  EDWARDS 


IN  THESE  WANING  DAYS  OF  THE 
20th  century,  an  office  doesn’t  have 
to  consist  of  a  standard-issue  cubicle 
with  a  desk,  chair  and  freeze-dried 
fern.  Thanks  to  an  increasingly  rest¬ 
less  and  mobile  workforce,  an  office  can 
also  be  a  living  room,  a  hotel  suite,  an 
airport  lounge  or  just  about  any  other 
place  an  employee  can  set  up  a  desktop 
or  portable  computer. 

With  more  employees  working  off-site, 
the  demand  for  fast  and  reliable  access  to 
corporate  networks  increases.  As  a  result,  time 
is  running  out  for  organizations  that  have  failed  to 
implement  an  external  network  access  strategy.  “The  head- 
in-the-sand  approach  just  doesn’t  work  anymore,”  says 
John  Frank,  a  principal  in  the  Indianapolis  office  of  Actoras 
Consulting  Group  Inc.,  a  Schaumburg,  Ill.,  company  that 
specializes  in  alternative  work  environment  strategies.  “If 
your  organization  currently  doesn’t  support  remote  LAN 
access,  it  soon  will.  It’s  an  inevitable  outgrowth  of  a  fun¬ 
damental  business  shift.” 

The  first  decision  facing  CIOs  exploring  remote 
access  is  whether  to  build  and  maintain  the  required  in¬ 
frastructure  in-house  or  to  out¬ 
source  the  work,  says  Frank.  “Both 
approaches  have  their  advantages 
and  disadvantages,”  he  says.  “Devel¬ 
oping  remote  access  capabilities  in- 
house  requires  a  significant  upfront 
cost  and  low  to  moderate  continu¬ 
ing  expenses,  while  outsourcing 
eliminates  the  upfront  cost  but  im¬ 
poses  major  long-term  costs.” 
Frank  notes  that  the  outsourcing 


Digital  Signal  Processors 

Interactive  FlipChart 

Product  Data 
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Web  Publishing 


decision  typically  hinges  on  an 
organization’s  size  and  the  num¬ 
ber  of  remote  users  it  expects 

to  accommodate.  “If  you  have  a  limited  number  of  users 
and  limited  technical  capabilities,  you’re  probably  bet¬ 
ter  off  outsourcing,”  he  adds.  “If  you’re  a  larger,  more 
technically  adept  organization  with  hundreds  or  thou¬ 
sands  of  potential  remote  access  users,  it’s  usually  more 
cost-effective  to  build  support  in-house.” 

A  Link  to  the  Outside 

At  the  heart  of  most  current  in-house  remote  access  sys¬ 
tems  lies  a  server — the  hardware  that  provides  end  users 
with  a  passageway  to  LAN-based  e-mail,  databases  and 
file  servers.  All  remote  access  servers  fulfill  three  basic 
functions:  communications,  processing  and  networking. 
But  any  similarity  between  models  ends  there.  Just  as 
LANs  come  in  a  wide  range  of  shapes  and  sizes,  remote 
access  servers  are  manufactured  in  a  nearly  endless  array 
of  configurations. 

With  support  for  anywhere  from  a  handful  to  dozens 
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OLUTIONS 


'Now  WITH  Siebel,  Compaq  ENABLES  HIGHLY  OPTIMIZED, 

ENTERPRISE-CLASS  SALES  INFORMATION  SOLUTIONS  TO  DRAMATICALLY  INCREASE 

PRODUCTIVITY  AND  PROFITABILITY" 


Compaq"— the  worldwide  leader  in  industry-standard  enterprise  computing  platforms.  Siebel  —the 

COMPAQ. 

worldwide  leader  in  global  sales  information  software  solutions.  Together,  Compaq  and  Siebel  size,  test, 
and  optimize  proven  sales  information  solutions  for  their  global  customers.  The  result— dramatic  and  rapid  increases  in 
sales  productivity,  profitability,  and  customer  satisfaction.  Join  the  many  world-class,  industry-leading  organizations, 
such  as  Compaq,  who  have  standardized  on  Siebel  and  provide  your  company  with  a  proven  competitive  advantage. 

To  learn  more,  call  us  at  1-800-720-3115,  ext.  2321  or  visit  Siebel  at  www.siebel.com. 


SIEBEL 

Sales  Information  Systems 


©1997  Siebel  Systems,  Incorporated.  Siebel  is  a  trademark  of  Siebel  Systems,  Incorporated  and  may  be  registered  in  certain  jurisdications.  Compaq  is  a  trademark  of  Compaq  Computer  Corporation. 


Emerging 

Technology 

of  phone  lines,  remote  access  servers 
allow  organizations  to  link  large  num¬ 
bers  of  external  workers  to  a  LAN 
simultaneously.  “When  shopping  for  a 
server,  the  key  is  to  purchase  slightly 
more  capacity  than  you  need,”  advises 
Frank.  “You  can  always  grow  into  extra 
capacity,  but  buying  too  little  capacity 
will  result  in  busy  signals  and  lost  pro¬ 
ductivity.” 

Some  server  models  come  ready  to 
use  out  of  the  box,  whereas  others 
require  customers  to  supply  their  own 
modems  or  integrated  services  digital 
network  (ISDN)  terminal  adapters. 
Models  with  built-in  communications 
support  typically  offer  the  lowest  per- 
port  cost  because  manufacturers  can 
trim  costs  by  tailoring  the  server’s  firm¬ 
ware  to  work  with  a  specific  type  of 
device,  notes  Chandy  Nilakantan,  gen¬ 
eral  manager  of  enterprise  access  prod¬ 
ucts  for  Santa  Clara,  Calif.-based  3Com 
Corp.  “On  the  other  hand,  servers  that 
allow  users  to  install  their  own  modems 
or  adapters  provide  more  flexibility  over 
the  long  term,  since  devices  can  be  ac¬ 
quired  from  different  vendors  and  up¬ 
graded  relatively  easily  whenever  the 
need  arises,”  says  Nilakantan. 

The  remote  access  server’s  internal 
processing  functions  handle  a  variety  of 
management  chores,  including  configu¬ 
ration,  security,  port  assignment  and 
report  generation  functions.  Most  mod¬ 
els  include  built-in  Ethernet  support, 
although  some  products  also  are  avail¬ 
able  with  token  ring  compatibility. 

An  Oldie  But  Goody 

Despite  major  strides  made  in  commu¬ 
nications  technology  in  the  past  few 
years,  the  vast  majority  of  remote  access 
connections  are  still  accomplished  via 
plain  old  telephone  service  (POTS)  using 
standard  dial-up  modems.  While  POTS 
offers  the  dual  advantages  of  universal 
availability  and  low  cost,  the  technolo¬ 
gy’s  relatively  leisurely  data  transfer  rate 
can  come  as  quite  a  shock  to  users  accus¬ 
tomed  to  Ethernet-class  throughput. 
“Even  at  56Kbps,  data  flows  so  slowly 
that  users  become  annoyed  and  frus¬ 
trated,”  says  Shyam  Jha,  director  of 
product  management  in  the  Remote 
Access  Server  Division  for  Santa  Clara, 


A  Power  Resurgence 

DSPs  blaze  a  trail  for  a  fast,  cost-effective 
way  of  adding  processing  power 


SMALLER,”  “FASTER”  AND 

“cheaper”  are  goals  all  circuit 
designers  aspire  to  achieve. 
And  digital  signal  processors  (DSPs) 
are  becoming  a  key  tool  in  helping 
designers  reach  those  goals. 

DSPs — specialized  chips  that  car¬ 
ry  out  simple  commands  or  tasks — 
gradually  are  finding  their  way  into 
all  digital  products,  including  PCs, 
cellular  telephones  and  satellite  re¬ 
ceivers.  The  devices  also  are  becom¬ 
ing  critical  components  in  a  wide  ar¬ 
ray  of  peripherals,  such  as  hard 
drives,  modems  and  graphics  sub¬ 
systems.  DSPs  allow  manufacturers 
to  boost  performance  while  trim¬ 
ming  cost  and  size  by  replacing  en¬ 


tire  boards  with  a  single  chip. 

San  Jose,  Calif.-based  market  re¬ 
searcher  Gartner  Group/Dataquest 
Inc.  expects  the  DSP  field  to  grow 
by  about  30  percent  1998,  with 
sales  approaching  $4  billion  next 
year. 

But  while  the  market’s  outlook  is 
rosy,  many  industry  observers 
thought  until  recently  that  new  gen¬ 
erations  of  powerful  CPUs  would 
assume  most  of  the  tasks  handled 
by  DSPs.  Four  years  ago,  Intel  Corp. 
CEO  Andrew  Grove  went  so  far  as 


to  boast  that  his  company’s  Pentium 
processor  would  likely  eliminate  the 
need  for  DSPs. 

The  attitude  is  far  different  today 
in  most  segments  of  the  semiconduc¬ 
tor  industry,  especially  at  Texas  In¬ 
struments  Inc.,  which  holds  44.7 
percent  of  the  worldwide  DSP  mar¬ 
ket.  “We  believe  digital  signal  pro- 


DIGITAL  SIGNAL  PROCESSORS 


cessing  solutions  represent  the 
biggest  opportunity  facing  Texas  In¬ 
struments  since  the  invention  of  the 
integrated  circuit  in  1958,”  said 
Tom  Engibous,  TI’s  chairman  and 
CEO,  at  a  meeting  of  financial  ana¬ 
lysts  and  reporters  earlier  this  year. 

The  reason  for  Engibous’s  enthu¬ 
siasm  lies  in  the  ongoing  boom  in 
graphics  and  telecommunications 
products.  Those  technologies  re¬ 
quire  substantial  amounts  of  pro¬ 
cessing  power  and  can  place  tremen¬ 
dous  burdens  on  a  CPU.  DSPs  allow 
manufacturers  to  add  extra  process¬ 
ing  power  conveniently  and  cost- 
effectively  where  it’s  needed  most — 
in  a  network  switch  or  graphics  sub¬ 
system,  for  example — leaving  the 
CPU  free  to  handle  other  chores. 

The  devices  are  ideal  for  end  users 
who  expect  “instant-on”  perfor¬ 
mance,  says  John  Schanzenbach, 

TI’s  DSP  market  development  man¬ 
ager.  “DSPs  are  designed  to  elimi¬ 
nate  the  delays  found  in  host  PC- 
based  environments,”  he  notes. 
“DSPs  do  real-time  math,  so  you 
don’t  have  to  wait  for  the  system  to 
figure  out  what’s  going  on  and  what 
resources  are  available  before  a  task 
can  be  performed.” 

Schanzenbach  expects  the  de¬ 
mand  for  DSPs  to  grow  in  the  years 
ahead.  “As  we  move  into  a  net¬ 
worked  society,  we’ll  need  fast  com¬ 
munications  and  DSP  will  become 
the  market’s  key  enabler,”  he  says. 

Edwards 
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With  more  and  more  networks,  applications,  and  agent  technologies  entering  today’s  enterprise,  Tandem  and  Computer  Associates  have 
partnered  to  take  control  of  this  cross-platform  environment  by  delivering  the  “best  of  breed”  in  enterprise  management.  This  new  “business-critical” 
level  of  control  combines  the  superior  heterogeneous,  end-to-end  management  capabilities  ofCA's  Unicenter  TNG  "  with  Tandem's  established 
reputation  in  reliable,  scalable  clustering  technology.  Visit  us  at  www.tandem.com  to  learn  more  about  this  alliance.  Or  call  1-800-NONSTOP,  ext.  8100 

to  receive  our  new  brochure  “Now  Business-Critical  Computing  Is  Manageable." 
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Calif.-based  Bay  Networks  Inc.,  a  network  prod¬ 
ucts  vendor.  “Traditional  modems  are  acceptable 
if  you’re  planning  to  limit  access  to  e-mail,  but  they 
pose  a  problem  for  users  expecting  anything  close 
to  on-site  network  performance.” 

High-speed  ISDN  has  gained  popularity  as  a 
POTS  alternative  in  recent  years,  but  CIOs  investi¬ 
gating  ISDN  service  may  be  surprised  by  the  tech¬ 
nology’s  shortcomings,  says  Jha.  “Service  isn’t  yet 
available  in  all  areas,  and  the  cost  can  be  high,”  he 
notes.  Organizations  willing  to  foot  the  bill  for  per- 
site  installation  expenses  of  up  to  $500  (including 
the  terminal  adapter),  monthly  access  fees  of  $25 
to  $50  and  per-minute  charges  of  up  to  25  cents  can 
reward  their  remote  users  with  top  speeds  of 
128Kbps  (for  Basic  Rate  Interface  ISDN)  or 
2.048Mbps  (for  Primary  Rate  Interface  ISDN). 

Asymmetrical  digital  subscriber  line  (ADSL)  ser¬ 
vice  beckons  as  an  alternative  to  both  POTS  and 
ISDN.  Projected  to  become  widely  available  by  the 
end  of  the  decade,  ADSL  sends  digital  information 
over  standard  twisted-pair  telephone  lines.  Data 
download  speeds  of  1Mbps  to  9Mbps  and  upload 
speeds  of  16Kbps  to  640Kbps  are  possible,  depend¬ 
ing  on  the  user’s  proximity  to  a  central  office. 

ADSL  lines  are  destined  to  replace  both  POTS 
and  ISDN  remote  access  links  gradually,  says 
Steve  Quibell,  a  product  manager  for  AG  Com¬ 
munication  Systems,  a  Phoenix-based  company 
that  manufactures  ADSL-based  gateway  hard¬ 
ware.  “At-home  employees  should  be  able  to  access 
files  as  quickly  as  they  do  [in  the  office).  That  will 
never  be  possible  with  POTS  or  ISDN  technology,” 
he  says. 

Going  the  Distance 

Having  an  off-site  worker  directly  dial  up  a  remote 
access  server,  via  either  POTS  or  ISDN,  can  be  con¬ 
venient  and  cost-effective  if  the  individual  happens 
to  be  located  within  a  few  miles  of  the  LAN.  But 
what  if  the  person  is  working  from  another  state — 
or  on  the  other  side  of  the  world?  Leased  lines  are  a 
potential  alternative,  but  high  cost  and  inflexibility 
make  that  solution  better  suited  to  connecting 
remote  offices  to  a  network  rather  than  connecting 
at-home  or  mobile  workers.  The  ultimate  answer 
may  lie  in  the  use  of  a  virtual  private  network  (VPN). 

VPNs  are  relatively  new  to  the  remote  access 
scene.  The  technology  uses  the  Internet  as  a  com¬ 
munications  medium  to  connect  remote  users  to  a 
LAN  from  almost  any  location.  With  a  VPN,  a 
remote  user  dials  into  an  Internet  service  provider 
(ISP)  to  establish  a  tunnel  back  to  his  or  her  orga¬ 
nization’s  central  site  for  accessing  e-mail,  files  and 
other  services.  With  ISPs  currently  offering  POTS 
and  ISDN  access,  and  with  ADSL’s  increased  avail- 


No  Note-Taking  Required 

ou're  in  the  middle  of  an  important  sales  meeting  and 
you're  sure  you  just  missed  a  key  point  about  the  new  product 
release  because  you  were  furiously  taking  notes  on  last  month's 
performance  numbers.  Sound  familiar?  Montgomeryville,  Pa.-based 
Numonics  Corp.'s  Interactive  FlipChart  (IFC)  assures  that  notes  will  never 

be  missed  again.  In  fact,  with  the 
IFC,  notes  will  never  have  to  be 
taken  again,  affording  users  the 
luxury  of  sitting  back  and  listening 
to  what's  being  said. 

The  IFC  is  connected  to  a  PC  and 
becomes  an  "intelligent"  flip  chart 
storing  all  the  information  from  a 
meeting  automatically  as  a  bitmap 
file.  The  meeting  notes  and  ideas 
are  saved  in  a  Windows  file  so  that 
they  can  be  distributed  later  by  e- 
mail,  paper  or  fax.  The  IFC,  using 
standard  paper  pads,  a  flip-chart 
easel  and  an  electronic  pen,  pro¬ 
vides  the  meeting  manager  with  a 
familiar  format  while  capturing  the 
important  notes  and  ideas  on  his 
or  her  computer.  Once  the  meeting 
or  brainstorming  session  is  over,  the  notes  can  be  modified  easily  and 
cleaned  up  prior  to  distribution.  Some  of  the  electronic  editing  features 
include  a  line  eraser,  yellow  highlighter,  full  edit  control  and  the  ability 
to  add  new  pages. 

With  the  IFC,  you  can  focus  on  what  is  being  said  rather  than  on  what 
to  write  next. 

For  more  information  on  the  Interactive  FlipChart,  call  Numonics  at 
215  362-2766  or  send  e-mail  to  Numol@aol.com. 

Share  Safe,  Share  Nice 

t's  here,  and  it  could  change  the  world  of  client  interfaces.  A 
Java-based  open  system  for  product  data  management  (POM)  has 
arrived  on  the  scene.  The  brainchild  of  Adra  Systems  Inc.  in  Chelms¬ 
ford,  Mass.,  it  may  redefine  the  definition  of  easy  access. 

Matrix  Web  User  is  a  Java-based  client  interface  that  connects  over 
the  Internet  or  an  intranet  to  Adra's  Matrix  PDM  system.  The  interface 
provides  any  authorized  person  in  any  company  in  any  location  with  se¬ 
cure  access  to  information  in  the  PDM  system  through  a  standard  Web 
browser,  thus  allowing  enhanced  user  access,  affordability  and  openness. 

Adra's  Matrix  Web  User  delivers  an  object-oriented  product  data  man¬ 
agement  system  based  on  Java  and  offers  the  Common  Object  Request 
Broker  Architecture  (CORBA)  standard  and  Dcom-compliant  object  bro¬ 
kering.  In  today's  "I  need  those  reports  yesterday"  business  environment, 
the  Matrix  Web  User  allows  its  customers  instant  access  to  enterprise  in¬ 
formation  from  any  standard  Web  browser — a  crucial  selling  point  when 
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WITH  THE  ONLY  COMPLETE  TESTING  SOLUTION  FOR  PACKAGED  APPLICATIONS 
Testing  the  real  world  performance  of  your  SAP,  PeopleSoft,  Baan  or  Oracle  applications  is  crucial.  Which  calls  for  Mercury 
Interactive.  We  offer  the  most  comprehensive  suite  of  tools  to  measure  the  performance,  functionality  and  scalability  of  packaged 
applications.  Combined  with  our  relationships  with  systems  integrators  and  our  own  consulting,  you  will  deploy  first  quality 
applications,  first  time  around.  Save  time.  And  control  costs.  That's  why  40%*  of  the  testing  tools  in  use 
are  from  Mercury  Interactive.  For  a  dose  of  reality,  visit  us  at  www.merc-int.com/cosap/. 

©1997  MERCURY  INTERACTIVE  CORPORATION  470  POTRERO  AVENUE,  SUNNYVALE,  CALIFORNIA  94086  (800)  TEST  911  HTTP://WWW. MERC-INT.COM 
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ability  within  the  next  couple  of  years,  organiza¬ 
tions  can  equip  their  employees  with  communica¬ 
tions  hardware  that’s  best  suited  to  their  sites  and 
needs.  In  addition,  any  type  of  information  can  be 
sent  over  a  VPN,  including  video. 

VPNs  are  a  logical  choice  for  remote  access,  says 
Skip  Taylor,  group  manager  at  CompuServe 
Network  Services,  a  division  of  CompuServe  Inc., 
in  Columbus,  Ohio.  “With  organizations  turning 
to  intranets  for  their  networking  needs,  it  makes 
sense  to  use  a  complementary,  Internet-based  tech¬ 
nology,  such  as  a  VPN,  to  meet  remote  access 
needs,”  he  says.  Taylor  also  notes  that  if  an  orga¬ 
nization’s  LAN  is  based  on  standard  protocols, 
encapsulating  data  into  Internet  protocol  (IP)  pack¬ 
ets  and  sending  them  across  the  Internet  to  remote 
users  is  simple. 

In  addition  to  bringing  remote  employees  onto  a 
LAN,  a  VPN  also  can  be  used  to  connect  geograph¬ 
ically  diverse  departments,  Taylor  says,  and  virtual 
private  “extranets”  can  be  established  between  sep¬ 
arate  companies  that  need  to  exchange  information 
easily  and  frequently. 

The  key  disadvantage  to  VPN  technology  is  the 
Internet’s  freewheeling  nature  and  questionable  reli¬ 
ability.  With  the  Internet  growing  at  an  almost 
exponential  rate,  delays  are  becoming  an  increas¬ 
ing  problem.  “Traffic  jams  are  a  part  of  daily  life 
on  the  Internet,  but  the  situation  isn’t  as  bad  as 
some  would  have  you  believe,”  observes  3Com’s 
Nilakantan.  “Still,  Internet  unreliability  is  some¬ 
thing  that  should  be  factored  into  the  decision  of 
whether  to  use  a  VPN.” 


“ VPNs  offer  the  potential 
to  unify  remote  access 
under  a  single  umbrella. " 
-Chandy  Nilakantan 

Scores  of  ISPs  are  now  courting  viable  customers, 
hoping  to  snag  a  share  of  the  potentially  lucrative 
VPN  market.  For  organizations  unable  or  unwilling 
to  create  their  own  VPNs,  several  vendors — includ¬ 
ing  Andrew  Corp.  of  Orland  Park,  Ill.,  and  Concen¬ 
tric  Network  Corp.  of  Cupertino,  Calif. — offer  turn¬ 
key  VPN  service,  some  with  a  minimum  quality- 
of-service  guarantee.  Concentric  offers  FullChannel, 
a  high-speed  dedicated  access  product  that  links  com¬ 
puters  in  the  same  location.  Concentric’s  FullChannel 
customers  pay  for  VPN  services  based  on  average 
usage,  calculated  by  taking  traffic  samples  every  five 
minutes  throughout  the  day.  An  organization  with 
an  average  usage  level  of  128Kbps  to  256Kbps  can 
expect  to  pay  a  little  more  than  $2,000  monthly,  plus 


your  proposal  meeting  is  in  five  minutes  but  you  forgot  the  product  de¬ 
signs  at  the  office.  Because  the  underlying  information  is  updated  in  real¬ 
time  and  managed  through  Matrix,  vital  corporate  resources  are  available 
immediately  to  companies'  internal  and  external  information  consumers, 
improving  overall  productivity  and  communication  with  employees  and 
customers. 

Matrix  Web  User  costs  $295,  and  it  requires  a  Matrix  Business  Object 
Server  version  4.1 .  For  more  information,  call  508  937-3700  or  visit 
www.adra.com. 

Web  Publishing  Made  Easy 

The  Web's  burgeoning  popularity  as  a  platform  for  dissemi¬ 
nating  information  is  creating  a  problem  of  overload  for  the  tech¬ 
nical  staffers  who  have  to  post  material  online.  Sure,  the  1,200- 
page  employee  manual  is  a  natural  for  the  intranet.  The  Web 
development  team  will  get  to  it  just  as  soon  as  they  finish  posting — and 
continually  updating — the  3,000-page  product  catalog  complete  with 
rotating  pictures  and  RealAudio  descriptions. 

HAHT  Software  Inc.  of 
Raleigh,  N.C.,  aims  to  take  the 
burden  off  Web  developers 
by  letting  other  people  in¬ 
volved  in  Web  efforts,  specifi¬ 
cally  those  responsible  for 
creating  and  designing  con¬ 
tent,  publish  directly  on  the 
Web  themselves.  With  the  in¬ 
troduction  of  its  HAHTsite 
Integrated  Publisher  prod¬ 
uct,  the  company  is  targeting 
nontechnical  content  creators 
who  don't  have  to  worry  about  JavaScript,  HTML  coding  or  any  other 
newfangled  flavor  of  technology.  Using  familiar  software  packages  for 
word  processing  or  graphic  design,  for  example,  content  creators  in  the 
marketing  department  need  only  push  a  button  to  post  new  product 
information  on  the  Web.  For  more  sophisticated  applications,  such  as  a 
product  catalog  that  links  to  pricing  data  contained  in  a  DB2  database 
running  on  a  mainframe,  users  can  drag  and  drop  updated  information 
into  "widgets"  developed  by  programmers. 

The  Integrated  Publisher  is  the  latest  add-on  to  HAHT's  Integrated  In¬ 
ternet  Development  Environment  (IDE)  system.  While  IDE  is  geared  to¬ 
ward  technical  Web  developers,  the  Integrated  Publisher  was  developed 
to  accommodate  the  varying  skill  levels  of  people  involved  with  creating 
Web  sites,  according  to  Project  Manager  Roger  Edgar.  "With  all  the  activ¬ 
ity  now,  the  webmaster  can't  afford  to  be  a  bottleneck  anymore,"  says 
Edgar.  "That's  why  it's  important  to  enable  other  people  to  publish  their 
own  content." 

The  HAHTsite  Integrated  Publisher  lists  for  $695  per  user  and  requires 
an  Intel-based  PC  with  at  least  a  90MHz  Pentium  processor.  For  more  in¬ 
formation,  contact  HAHT  at  888  438-4248  or  www.haht.com. 
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When  you  make  something  that  you  can’t  take  apart  again  (like  a  pill,  a  cookie,  or  a  chemical), 
you  don’t  get  a  second  chance.  That’s  why  so  many  manufacturers  worldwide  depend  on  PRISM, 
the  first  enterprise  resource  planning  software  developed  solely  for  process.  Like  the  AS/400  it  runs  on, 
PRISM  is  constantly  being  innovated,  with  enhancements  like  Year  2000,  intranet,  graphical  user  interface 
and  more.  Marcam.  Making  the  process  work.  1-800'9MARCAM  or  www.marcam.com. 
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a  one-time  set-up  fee  of  $3,000. 

VPN  technology  poses  unique  securi¬ 
ty  concerns  because  information  is  flung 
out  into  cyberspace  where  virtually  any¬ 
one — including  hackers  and  corporate 
spies — can  intercept  essential  data. 

Protective  Tools 

But  Actoras  Consulting’s  Frank  down¬ 
plays  the  notion  that  using  the  Internet 
to  facilitate  remote  access  opens  an  orga¬ 
nization  to  endless  security  risks.  He 
points  out  that  many  potential  VPN 
adopters  already  have  the  tools  on  hand 
to  protect  their  data.  “Most  companies 
are  currently  involved  with  the  Internet 
in  one  form  or  another  and  have  a  fire¬ 
wall  in  place.  If  they  haven’t  imple¬ 
mented  a  firewall,  they’re  crazy,”  he 
says.  Frank  adds  that  he  sees  many  more 
problems  with  in-house  LAN  security 
than  with  remote  access  systems.  High- 
tech  users  who  don’t  like  the  way  some¬ 
thing  is  set  up  on  the  LAN  cause  the 
biggest  headaches,  he  says. 

End-to-end  encryption  is  necessary  in 
a  safe  and  reliable  VPN,  says  George 
Allen,  president  of  Global  Technologies 
Group  Inc.,  a  network  security  systems 
vendor  in  Arlington,  Va.  “There  are  sig¬ 
nificant  dangers  whenever  you  move  off 
a  leased  line  and  onto  the  Internet,”  he 
notes.  “Encryption  can  help  keep  a  com¬ 
pany’s  information  private  and  secure, 
regardless  of  where  it  travels.” 

Allen  says  it’s  important  to  begin 
encryption  at  the  remote  user’s  site. 
“Once  data  gets  out  of  the  PC — before  it 
hits  the  firewall — if  it’s  unencrypted,  it’s 
unprotected.”  He  advocates  the  use  of  a 
public  key  encryption  system.  With  that 
technology,  the  LAN  administrator  and 
remote  user  each  generate  a  matched 
public  and  private  key  pair.  The  public 
key  can  be  distributed  to  anyone,  includ¬ 
ing  all  of  a  LAN’s  remote  users.  Data 
that’s  encrypted  with  the  public  key  can 
be  decrypted  only  by  a  matching  private 
key.  “It’s  the  most  secure  system  there  is,” 
says  Allen. 

Nilakantan  says  VPNs  will  help 
CIOs  cut  costs  by  allowing  them  to 
focus  on  a  single  remote  access  tech¬ 
nology.  “Right  now,  many  large  orga¬ 
nizations  are  juggling  input  from  ana¬ 
log  modems,  ISDN,  frame  relay  and  so 


Remote  Access  Vendors 


3Com  Corp. 

800  NET-3COM 
www.3com.com 

Adapters,  modems,  broadband  access 
products,  hubs,  network  management, 
routing,  remote  networking,  service,  small 
office  products,  switches,  terminal  servers, 
transceivers  and  cables. 

Advanced  Computer  Communications 

805  685-4455 
www.acc.com 

Routers,  remote/Internet  access  servers 
and  PCMCIA  terminal  adapters. 

AG  Communication  Systems 

602  582-7000 
www.agcs.com 

Digital  switching  systems;  Ingage 
Intelligent  Network  software  (wireless, 
wire-line  and  mobility  applications);  and 
the  Atium  access  product  line,  which 
includes  solutions  for  distance  learning 
and  videoconferencing,  concentration  of 
video  and  data  traffic,  and  multiplexing. 

Ascend  Communications 

800  ASCEND-4 
www.ascend.com 

WAN  access  switches  and  the  Pipeline 
family  of  remote  access  products  for  high¬ 
speed  digital  connections  to  corporate 
LANs,  online  service  and  the  Internet. 

Bay  Networks  Inc. 

800  8-BAYNET 

www.baynetworks.com 

Routers,  modular  hubs  and  switches, 

preconfigured  hubs  and  switches,  remote 

access  servers  and  modems,  BayStack 

products,  network  management,  adapters 

and  transceivers. 

Cisco  Systems  Inc. 

800  553-6387 
www.cisco.com 

High-end  routers,  WAN  switches,  LAN 
switches  and  hubs,  access  products, 
Internet  appliances  and  software. 


on,”  he  notes.  “VPNs  offer  the  poten¬ 
tial  to  unify  remote  access  under  a  sin¬ 
gle  umbrella.” 

Bay  Networks’  Jha  says  it’s  only  a 
matter  of  time  before  VPNs  become  the 
dominant  remote  access  technology. 
“The  reasons  a  company  wouldn’t  want 
to  use  a  VPN  are  falling  by  the  wayside 


InterWorks  for  SNA,  Cisco  IOS  software 
and  enterprise  network  management. 

Computone  Corp. 

800  241-3946 
www.computone.com 
Products:  Ports,  ISDN  modem  and 
Ethernet  terminal  servers. 

Cubix  Corp. 

800  829-0550 
www.cubix.com 

Remote  network  management  through 
the  integration  of  multiple  PC  servers. 

Digi  International 

800  344-4273 
www.dgii.com 

Data  communications  hardware  and 
software  for  connectivity  solutions  for 
multiuser,  remote  access  and  LAN 
markets. 

Gandalf  Technologies 

800  426-3253 
www.gandalf.ca/ 

Servers,  concentrators,  routers  and 
regulated  software. 

Osicom  Technologies 

800  262-8023 
www.osicom.com 

Routers,  frame  relay  encryptor  products, 
CSU/DSU  products  and  ISDN  TA  products. 

Shiva 

800  977-4482 
www.shiva.com 

Remote  access  servers  and  switches, 
client  systems  and  software,  Internet 
access  systems,  LAN-to-LAN  systems 
and  communications  servers. 

ZyXEL 

800  255-4101 
www.zyxel.com 

Modems,  ISDN  TAs,  routers  and  chassis. 

as  the  technology  improves  and  becomes 
more  reliable,”  he  says.  “My  guess  is 
that  VPNs  will  become  very  popular 
very  soon.”  BEI 


John  Edwards  is  a  freelance  technology 
writer  based  in  Mount  Laurel,  N.J.  He 
can  be  reached  at  EdWords@aol.com. 
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WHICH  WAY  TO  NT? 

Let  Haintech's  NT-Enable  Service  show  you  the  way, 


hese  days,  it  seems  everyone 
is  on  the  road  to  Windows  NT.™ 
But  for  many  companies,  following 
the  signs  that  point  to  NT  can 
take  them  to  uncharted  territory. 

Maintech's  NT-Enable  Service 
can  point  you  in  the  right 
direction.  With  over  25  years  in 
system  and  network  design,  we 
can  pave  the  way  for  NT  -  and 
help  you  avoid  wrong  turns 
and  dead  ends.  Our  Microsoft 


certified  engineers  can  help 
you  plan  and  implement  your 
migration  to  NT. 

•  Develop  client  platform 
configuration 

•  Audit  current  environment 

•  Purchase  and  install  required 
upgrades 

•  Install  and  test  NT  Server 
or  BackOffice™  suite 


Want  to  know  how  to  get  to  NT? 

Stop  now  and  get  directions 
from  Maintech's  NT-Enable  Service 
by  calling  800-426-TECH  or 
e-mailing  to  sales@maintech.com. 
After  all,  we've  been  down  this 
road  before. 
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System  Support  End  to  End 

1 -800-426-TECH 


Microsoft 


SOLUTION  PROVIDER 


All  company  names  and  products  are 
trademarks  or  registered  trademarks  of  their 
respective  companies. 
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IN  FUTURE  ISSUES 

Special  Issue:  The  CI0-100 

The  most  successful  companies  feature  high-performing  IS  groups  that  have  proved 
themselves  innovative  users  of  IT.  CIOs  at  such  companies  keep  the  systems  run¬ 
ning  while  striving  for  technical  efficiency  and  bottom-line  progress.  The  10th 
annual  CIO-1 00  issue  will  feature  stories  about  how  our  winners  successfully 
aligned  IT  direction  with  business  vision. 

2000  Problems 

As  if  the  year  2000  problem  weren’t  enough  to  keep  them  busy,  European  business¬ 
es  also  have  to  adapt  to  a  new  confederation  of  states,  a  new  system  of  currency  and 
a  new  set  of  business  challenges.  We’ll  talk  to  businesses  on  the  other  side  of  the 
pond  that  are  struggling  to  keep  their  competitive  advantage  through  the  dawn  of 
the  new  millennium. 

BUSINESS  ON  THE  INTERNET 

WebMaster  Magazine 

CIO' s  sister  publication  explores  the  business-to-business  issues  of  the  Web  and 
reports  from  the  front  lines  of  Internet  business  application.  View  the  online  version 
or  subscribe  at  www.web-master.com.  For  more  information,  call  800  788-4605. 


EXECUTIVE  PROGRAMS 

Core  Competencies  and  Competitive  Advantage 

Oct.  12-15,  1997  •  Ritz-Carlton  •  Naples,  Fla. 

CIOs  have  always  been  called  on  to  deliver  value  and  competitive  advantage  for 
their  organizations.  But  rather  than  reengineer  internal  operations  for  increased 
efficiency,  a  successful  CIO  will  align  IS  strategy  with  the  company’s  overall  busi¬ 
ness  goals.  Speakers  at  this  conference  will  discuss  ways  IS  executives  can  succeed 
in  today’s  business  environment. 

Contact  CIO  at  800  366-0246  or  www.cio.com/conferences. 


CIO  RESEARCH  RESULTS 


MAXIMIZING  THE  INTERNET:  POLICIES,  PROCEDURES  &  BEST  PRACTICES 

This  study  focuses  on  understanding  the  formal  (and  informal)  policy  choices  companies  are 
making  to  benefit  from  the  Internet's  vast  resources  while  maintaining  acceptable  levels  of  secu¬ 
rity,  productivity  and  efficiency. 

PRICE:  $395  Contact:  Denise  Perreault  at  508  935-4443  or  denisep@cio.com 

TRENDS  AND  PRACTICES  IN  MANAGING  I.T.  STANDARDS 

This  study  provides  best  practices  and  processes  for  effectively  establishing  and  managing 
corporate  technology  standards. 

PRICE:  $795  Contact:  Diane  Martin  at  508  935-4274  or  dmartin@cio.com 

CIO  EXECUTIVE  COMPENSATION  SURVEY 

Based  on  the  responses  of  1 ,000  IS  executives,  this  survey  looks  at  compensation  as  it  relates  to 
years  of  experience,  budget,  age,  gender,  company  size  and  education. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 


cio.com 

http://www.cio.com 


Web  Central 

www.cio.com/central/ 

The  executive's  starting 
point  for  IS  resources 
on  the  Web 


Executive  Library  & 
Resource  Center 

www. cio. com/CIO/ 
rc_main.html 

Information  and  resources  on 
the  most  pressing  topics 
facing  IS  executives 


Government 
Resource  Center 

www. cio. com/CIO/ 
rc_govt.html 

CIO  and  WebMaster  articles  on 
government  IS  issues,  new 
research  and  a  wealth  of  links 
of  interest  to  public-sector 
IS  personnel 


Intranet  Resource  Center 

www.cio.com/WebMaster/ 

wm_irc.html 

Case  studies,  articles,  reports, 
seminars  and  links  pertaining  to 
intranet  development  and  strategy 


WebMaster's  Notebook 

www.cio.com/WebMaster/ 

wm_notebook.html 

A  rich  collection  of  online 
seminars,  notes  and  links  to  sites 
of  interest  to  Web  managers 
and  developers 


Online  Feature  Forums 

www.cio.com/forums 

■  The  Professional  Webmaster 

■  The  Year  2000 

■  Electronic  Commerce 

■  Web  ROI 
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MAKING  THE  TRANSITION  IS  EASY 


Evolving  to  Year  2000  compliance  and  beyond  is 
easy  when  you  start  with  the  best  tool: 

MSM/2000.  Designed  by  MS  Millennium  to 
maximize  the  productivity  of  teams  engaged 
in  this  time-critical  transition,  MSM/2000  is  a 
comprehensive  suite  of  software  tools  that 
are  already  being  deployed  at  one  of 
Wall  Street  s  largest  firms. 


MSM/2000  manages  all  the  phases  of  the  date 
conversion.  It  automatically  modifies  source 
programs,  JCL  and  other  library  statements, 
as  well  as  compiles  and  checks  out  the 
modified  programs. 


Aggressive  MVS  Inventory  - 
Tells  you  what  your  production  inventory  is!  The 
MSM/2000  Inventory  Module  automatically 
tracks  the  conversion  progress  and  eliminates 
the  necessity  to  "Freeze"  applications  for  the 
duration  of  the  conversion  effort. 


Substantive  Impact  Analysis  - 
Reports  to  you  what  is  at  risk  and  what  it  will  take 
to  fix  it! 


Sophisticated  Parsing  Approach  - 
Utilizes  base  displacement  approach  -  as 
opposed  to  text  scan  -  to  get  1 00%  of  all  targets 


Intuitive  Seeding  Process  -  Recommends 
to  the  user  which  are  the  best  candidates  for 
renovation! 


Comprehensive  Regression  Test  Plan  - 

Determines  what’s  been  changed  and  what 
needs  to  be  tested  based  on  dependencies  and 
interdependencies. 


Dynamic  Run-Time  Data  Bridging  Module  - 
Virtually  eliminates  the  compliance  deadline  for 
conversion!  Your  files  are  dynamically  translated 
through  MSM/2000’s  closed  loop  utilizing  the 
MVS/SSI. 


Evolve  with  an  effective  tool  backed  by  highly 
advanced  humans.  The  most  important  step  you 
can  take  toward  Year  2000  is  selecting  the  right 
conversion  partner  to  outfit  you  properly  from  the 
start.  Our  competition  already  knows  who  we 
are,  and  you  should,  too!  Select  MS  Millennium, 
the  company  other  conversion  companies  are 
calling  for  advice. 


Contact  us  today  to  see  the 
MSM/2000  demonstrated! 


A  Subsidiary  of  The  Matlen  Silver  Group,  Inc 


Tower  Building  •  270  Davidson  Avenue,  Somerset,  NJ  08873 


Phone:  (888)  MSM-2003  Fax:  (908)  469-2464 
E-mail:  msm2000@msmillennium.com 
www.msmillennium.com 
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Fax  documents  on  the  Internet  for  FREE... 

Save  big  $$$  in  long-distance  charges! 


How  would  you  like  to  fax  documents  anywhere  in  the  world  for  free  using  your  existing 
Internet  connection?  Just  add  an  affordable  FAXfree  solution  and  get  the  benefits  of 
faxing,  without  the  long-distance  charges. 

FAXfree  Personal,  provides  a  low-cost  way  for  individuals  and  small  organizations  to 
fax  documents  from  desktop  PCs. 

Offering  the  features  of  FAXfree  Personal  plus  more,  FAXfree  Server  for  Windows  NT  4.0 
lets  multiple  users  send  faxes  simultaneously  using  corporate  networks  and  intranets. 

FAXfree  Portal  is  a  complete  hardware  solution  that  connects  directly  to  existing  fax 
machines.  FAXfree  Portal  intercepts  fax  numbers  and  routes  documents  over  the  Internet. 

No  more  exorbitant  phone  bills.  No  more  waiting  for  an  available  phone  line  or  searching 
for  misdirected  faxes.  No  more  time  standing  by  the  fax  machine.  No  more  resending 
jammed  faxes. 

Get  all  these  benefits  and  more  from  our  easy-to-install.  easy-to-use,  and  affordable 

FAXfree  solutions. 

Order  Now!  800-659-4440 
www.tacsystems.com/ci 


Also  Available  In 

COLOR 


10  user  FAXfree  Personal 
Software  License 

Only  $249. 00 


FAXfree  and  FAXportal  arc  trademarks  of  T.AC  Systems  Inc  Other  brands  and  product  names  are  trademarks  of  their  respective  owners  Information  here  is  believed  accurate  at  its  publication  but  is  subtect  to  change  without  notice 

TAC  Systems  is  not  responsible  for  inadvertent  errors.  C  TAC  Systems  Inc  ,  Huntsville,  Al.  FF0001 1  6/97 


Working  Smart 

MAXIMIZING  THE  PAYOFF  FROM  I.T. 


SOFTWARE  COMPANIES  THAT  CATER 
to  consumers  are  noticing  a  dra¬ 
matic  shift  in  the  customer  sup¬ 
port  paradigm.  Today,  customers 
with  technical  problems  or  questions 
would  just  as  soon  log  onto  a  vendor’s 
Web  site  for  help  rather  than  call  its  sup¬ 
port  center.  Novato,  Calif.-based  Broder- 
bund  Software  Inc.,  whose  popular  soft¬ 
ware  titles  include  Myst,  Print  Shop  and 
Carmen  Sandiego  educational 
products,  has  improved  its 
technical  support  by  letting 
consumers  use  the  Web  as  a 
help  desk,  making  the  search 
for  a  solution  quick  and  pain¬ 
less.  By  instituting  Web-based 
technical  help,  the  company 
hasn’t  just  simplified  its  cus¬ 
tomers’  lives,  it  has  also  saved 
itself  money. 

Rather  than  simply  offer  a 
list  of  answers  to  frequently 
asked  questions  (FAQs), 

Broderbund  has  added  arti¬ 
ficial  intelligence  to  its  Web 
site  using  a  case-based  rea¬ 
soning  search  engine  from 
Inference  Corp.  in  combination 
with  its  own  GizmoTapper  customized 
graphical  interface.  This  combination 
gives  customers  access  to  help  at  any  hour. 

Say  you’re  having  a  problem  installing 
your  Broderbund  3D  Flome  Architect. 
You  could  call  Broderbund’s  support 
center,  which  is  available  12  hours  a  day, 
and  risk  getting  a  busy  signal  or  being  put 
on  hold.  Or  you  could  log  onto  the 
Broderbund  site  ( www.broderbund.com ) 
and  click  on  the  support  center  link.  Once 
you  select  the  product  in  question  and 
describe  your  problem  in  a  comment  box, 
the  system  prompts  you  for  progressive¬ 
ly  detailed  information  until  a  solution  is 
found  in  the  technical  support  database, 
which  resides  on  a  Sun  Microsystems  Inc. 
SparcStation  20.  If  an  appropriate  solu¬ 
tion  isn’t  in  the  database,  the  system  tells 
you  to  call  the  support  center  or  send 
e-mail  to  a  technical  staffer. 


Broderbund 
Software's  Web- 
Based  Technical 
Support  System 


Broderbund  went  live  with 
the  online  support  system  during  the 
1995  Christmas  season.  Since  then,  the 
Web-based  approach  has  proved  to  be  a 
cost-effective  solution.  In  the  site’s  first 
season,  with  support  for  two  titles,  Brod¬ 
erbund  officials  estimate  that  it  has  saved 
the  company  from  having  to  hire  five 
additional  phone  reps.  Today,  with  sup¬ 
port  added  for  35  software  titles,  the  site 
has  saved  Broderbund  from  hiring  anoth¬ 
er  six  phone  reps.  At  a  cost  of  $45,000  per 
year  for  each  technical  support  person, 
that  amounts  to  a  savings  of  $495,000. 
“Typically,  the  phone  center  averages 
about  1,500  technical  support  calls  a 
day,”  explains  Jim  Wilmott,  the  compa¬ 
ny’s  product  support  manager.  “But  at 
Christmas  time,  the  volume  is  much  high¬ 
er.  You  just  can’t  add  enough  phone  lines 
and  staff  to  satisfy  demand.”  According 


to  Wilmott,  the  Web  system  successfully 
handles  about  500  calls  a  week.  Since  the 
average  technical  support  call  costs  $8,  it 
didn’t  take  long  for  the  $175,000  Web- 
based  system  to  pay  for  itself. 

Broderbund  still  offers  phone  support 
and  interactive  voice-response  options. 
But  the  Web  site  provides  critical  24/7 
coverage — something  the  company  says 
is  essential  to  compete  in  today’s  imme¬ 
diate-gratification  consumer  market. 
The  more  positive  the  customers’  sup¬ 
port  experience,  the  more 
likely  they’ll  buy  Broder¬ 
bund  software  next  time, 
says  Wilmott. 

To  further  simplify  the  pro¬ 
cess  of  receiving  technical  sup¬ 
port,  Broderbund  ships  many 
of  its  software  titles  with  a  hot 
link  to  its  Web  site.  Consumers 
with  Internet  access  simply 
click  on  the  software’s  help  but¬ 
ton  to  get  to  Broderbund’s  on¬ 
line  technical  support  system. 

As  the  Web  becomes  more 
popular,  Broderbund  officials 
see  further  opportunities  to 
help  their  users  make  use  of 
multimedia  technology.  The 
company  is  developing  interactive  tuto¬ 
rials  for  its  Web  site  based  on  the  tech¬ 
nical  support  team’s  feedback  on  where 
customers  seem  to  be  stumbling  with  a 
particular  product.  Broderbund  also 
plans  to  build  a  series  of  foreign-lan¬ 
guage  case  bases  for  its  international 
customers.  Currently,  the  company 
outsources  phone  support  for  interna¬ 
tional  calls. 

“As  the  idea  of  going  to  the  Web  for 
support  catches  on,  I  think  we’ll  see 
more  people  coming  to  our  site  as  their 
first  option,”  says  Wilmott. 

Written  by  Debby  Young,  a  freelance 
writer  in  Framingham,  Mass. 

Edited  by  Associate  Editor  Megan 
Santosus.  Send  Working  Smart  ideas  to 
santosus@cio.com. 
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The  better  returns  are  in. 


10  of  the  top  10  companies  in  the  country  with  the  highest  market  value  use  SAP  software. 


8  of  the  top  10  largest  corporations  in  the  country  use  SAP  software. 


8  of  the  top  10  highest  profit  companies  in  the  country  use  SAP  software. 


7  of  the  top  10  companies  in  the  country  with  the  highest  returns  on  assets  use  SAP  software. 


6  of  the  top  10  companies  in  the  country  with  the  highest  returns  on  revenues  use  SAP  software. 


6  of  the  top  10  companies  with  greatest  growth  in  earnings  per  share  use  SAP  software. 


To  find  out  how  SAP  helped  51  of  the  largest  Fortune  100  corporations  run  better, 

visit  us  at  http://www.sap.com  or  call  1-800-283-1  SAP. 


A  Better  Return  On  Information'' 
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CHA-CHING 


INTRODUCING  POWER  NETWORKS.  Today,  at  the  Indianapolis  Motor  Speedway  there's  something  moving 
faster  more  reliably  and  more  efficiently  than  ever  before:  their  new  digital  communications  and  computer  network.  A 
Power  Network  Designed  by  Nortel. 

Customized  to  Indy's  specific  needs,  the  Power  Network  integrates  and  enhances  all  of  the  Motor 
Speedways  existing  communications  networks.  So  every  aspect  of  their  business  operations  —  from  their  telephone  sys¬ 
tem  to  global  Web  access  on  the  Internet  to  their  call  center  -  works  faster  more  reliably  and  more  cost-efficiently. 

All  of  which  allows  them  to  truly  deliver  for  their  customers.  From  the  drivers  and  teams  to  the  fans,  both 
at  the  race  and  around  the  world.  And  a  Power  Network  can  do  the  same  for  you.  Just  give  us  a  call  or  head  for  our 
Web  site  and  find  out  if  your  business  is  moving  as  fast  as  it  can  be. 


N&RTEL 

NORTHERN  TELECOM 


Do  you  have  a  Power  Network?  Visit  our  Web  site  at  www.nortel.com/powernetworks14  or  call  1-800-4NORTEL.  department  14. 

©IW  Northern  Telecom.  Power  Networks,  Nortel  and  the  Nortel  globemark  are  trademarks  of  Northern  Telecom,  Indy  is  a  registered  trademark  of  IMS  Corp.  Used  with  permission. 


